






BOOT anp SHOE 
RECORDER 


with which is combined The Shoe Retailer 






VOLUME 107 NUMBER 20 CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 
JULY 20, 1935 Sales Offices 
239 WEST 39TH STREET NEW YORK, N. Y. 








F 


EVERIT B. TERHUNE, President 





In This Issue 












WILLIAM M. LEBRECHT, Voice of the Trade......... ee ee ee ee | | | 
Executive Vice-President 

Vice-Presidents Then in November........ ae Parnas ee ee ee 14 
ARTHUR D. ANDERSON 

W. WALTER SCOTT The Three-Eyed Bunghole... ssi Cena 





BERNARD C. BOWEN 


LAWRENCE F. DUTTON > 
HUGH M. BOWEN Fifth Avenue on Display reas ‘ ; eee re 18 


SAMUEL G. KRIVIT 







The Editor's Outlook.......... 









EDITORIAL STAFF The Younger Generation... . nieudsa 
ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor Fit First in School Shoes... 23 











OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 

JOHN J. REILLY, Art Editor Other People's Ideas ........... (in) on 
HERBERT B. GOODRIDGE, Make-Up Editor 






Make Your Sale Ads Sell Shoes 










N.S.R.A. News Bulletin....... sical ea 












R55 Crk ec eee jel S eaten 
Owned, Published and Copyrighted 






















by 
CHILTON COMPANY ADVERTISING STAFF 

Gananperated S. G. KRIVIT, E. B. TERHUNE, JR., LINGHAM, 

Executive Offices: 239 West 39th St., New York, N.Y: BON ‘SCOTT, FREDERICK A. RUS. 
Chestnut and 56th Streets, Philadelphia, Pa. Telephone: Pennsylvania 6- 1100. SELL, 140 Federal St., paston, Mass. 

: : Telephone: Liberty 4460 
G 2. BEREAN, Pretest B. C BOWEN, PHILLIPS G. TERHUNE, 

FRITZ J. FRANK, Executive Vice-President 

Vice-Presidents State St Chicago, AG a te 









FRRneeS C. SeRTeee H. WALTER SCOTT, Chestnut and 56th 
JOSEPH 8S. HILDRETH ; HUGH M. BOWEN, 1627 Locust St., Sts., Philadelphia, Pa. Telephone: 
Louis, Mo. Telephone: Garfield 5347, Sherwood 142 










GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 


ERNEST C. TING 
C. HASTINGS Member, Audit Bureau of Circulations: Member, Associated Business Papers. 


WILLIAM A. ’ 
Sa: Sn Published every Saturday. Subscription Price: United States and Possessions, Mexico, Cuba, $3.00. 
JOHN BLAIR MOFFETT, Secretary Canada, $2.60 extra; Foreign: $10.00 a year. Single copy 25 cents. 



















BOOT AND SHOE RECORDER, July 20, 1935 





Che Stocking 





this 
Kind off Style Shoe 


FROM COAST TO COAST 
AMERICAS LEADING STORES 


New 


WOMEN WILL BE 








With 3 New 


Exclusive 
Comfort Features 


“It’s the shoe women have been waiting for—real 
style and extra comfort.” “It should meet every 
shoe demand of women from 20 to 60.” These are 
typical comments of buyers everywhere—when 
they see Rhythm Steps with the amazing new fea- 
ture, Rhythm Treads, that give the foot extra sup- 
port in three places without heavy leathers and 
bulky construction. Recognized as a far-reaching 
advance in shoe styling, Rhythm Steps are now 
being stocked by outstanding stores in New York, 
Boston, Philadelphia and every important city 
right across the country to Portland, Oregon, San 
Francisco and Los Angeles. 


To Be Introduced In 
Extensive National 
Advertising Campaign 


shoes. extra comfort fea- 


Early in the Fall millions 
tures — for the very first 


of women will be reading 


about Rhythm Step shoes 
in their favorite style and 
women’s magazines! They 
will learn about Rhythm 
Treads, the revolutionary 
feature that gives real style 


time! A feature exclusive 
with Rhythm Step shoes! 
Prepare now to cash in with 
this new shoe sensation 
that will be taking the 
country by storm! 


STy, "9 
LE onl HEALTH FO 


JOHNSON, STEPHENS & SHINKLE 


SHOE COMPANY ff 
ST. LOUIS, MISSOURI 


THRILLED TO FIND 

THAT REAL STYLE 

SHOES HAVE EXTRA 
COMFORT FEATURES! 


THEYRE 
SO LIGHT AND 
BUOYANT ITS A 
NEW SENSATION 
IN COMFORT 


Slightly Higher West of 
the Rockies 
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VOICE orf THE TRADE 


“IN the final analysis, there never 
was a shoe too good for the human 
foot. One of the greatest economies 
is the investment in a good pair of 
shoes. When we can get our public 
to regard shoes as an investment 
and not a purchase, then the retail- 
ing of shoes will advance to a 
higher plane immediately.” So says 
Paul Jesberg of Los Angeles. 


Sr. LOUIS does things in a big 
and friendly way. As for example, 
the farewell dinner they gave to 
John Lake of Pedigo Lake Shoe 
Company, upon his departure from 
St. Louis to become superintendent 
of Florsheim’s women’s factory at 
Chicago. The members of the St. 
Louis Shoe Manufacturers Asso- 
ciation gave him a banquet at the 
Hotel Claridge and even the menu 
was given trade significance: 
Cocktail—Solvent, Relish—Last, 
Dies and Patterns, Salad—Shanks, 
Tacks, Thread, Meat—Fillet of Sole 
Leather, Vegetables — Box Toes, 
Counters, Rolls—Wood Heels, Des- 
sert—Drill and Doublers. 


* * * 


SAYS Sid Katz, “San Antenio is 
not an industrial city as its pay- 
rolls are only about 40 per cent 


that of Dallas or Houston. Conse- 
quently the merchants cannot ex- 
pect too much. One thing is very 
noticeable, all merchants are oper- 
ating along conservative lines. We 
have noticed a distinct change in 
customer buying this season. Our 
I. Miller sales, for instance, are 50 
per cent better than a year ago. If 
we can sell the same number of 
units and our unit sale is 40 per 
cent ahead, that means added 
profits. The only expense increase 
connected with this is that of sales- 
men’s commissions, which we are 
more than glad to pay. 

“Men’s shoes were active last year 
in the $3.00 prices, while this year 
the $3.00 price is quiet and the 
$5.00 and $6.00 lines are quite 
active. In the women’s shoes, the 
$12.50 grades are showing good 
interest with the volume being done 
at $6.50. This is our best price by 
far. Great credit is due the manu- 
facturers for improving their prod- 
ucts the way they have recently.” 





MeErwIN DOBYNS, the only re- 
tail shoe merchant in the country 
to operate a radio station from his 
shoe store, finds that radio equip- 
ment gets obsolete fully as fast as 
high styles in women’s shoes. This 
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Long Beach, Calif., shoe man and 
his radio station, KGER, are well- 
known all over the state. Other 
shoe men in town use this station 
fully as much as the Dobyns store. 
Special skits for the children are 
the ones which pay the best, Mr. 
Dobyns finds. 

* 


* * 


T HE Lynn shoe school is to be made 
into a shoe college, to teach the 
higher technical branches of shoe- 
making and also last modeling, 
pattern designing, leather making 
and other related branches of the 
industry. 

This was the original plan for 
the school when it was started about 
20 years ago. This plan was 
abandoned during the World War. 
The school taught shoemakers 
the actual making of shoes on 
machines. For the last several 
years the applications for instruc- 
tion have been larger than the 
school could accommodate. There 
has been a waiting list. 

Recently, the City of Lynn has 
taken possession, through tax title 
proceedings, of two factories ad- 
joining the shoe trade school, and 
it is proposed that these buildings 
be used for the shoe trade school 
as it is broadened into the scope 








Page 12 


of collegiate training in shoe- 
making. 

The Lynn school is carried on 
jointly by the Commonwealth of 
Massachusetts and the City of Lynn, 
and the future of this plan for a 
shoe college is dependent upon the 
attitude of the state board of educa- 
tion; and this attitude, according to 
current report, favors the plan. 

While the institution is known as 
the Lynn Shoe School, yet it is open 
to all residents of Massachusetts. 
A number of the students in recent 
years have come from shoe cities 
and towns of the South Shore as 
well as the Merrimac Valley dis- 


tricts. 
a * * 


WILL ALLEN of Portersville, 
Calif., says: 

“With us in the small towns, it is 
always a problem of how we can 
clean out our odds and ends, even 
during regular sales. Sales take a 
lot of thought with the little fel- 
lows. The big stores can buy for a 
sale, but we have enough odds and 
ends through the natural conduct 


of our business to carry us 
through.” 
Then he added  whimsically, 


“Some of us are not bothered by 
being overloaded on account of our 
poor credit. The real justification 
of our existence is to sell better 


shoes in every way.” 
* * * 





JOHN WILLIS, shoe buyer for 
W. A. Green Co., Dallas, Texas, 
says: 

“A warning we give our men is 
to scatter out over the department 
instead of congregating in front of 
the elevators. Customers are sensi- 
tive and don’t wish to feel mobbed 
by a reception committee. We 
spend hundreds of dollars to get 
customers into our store, and the 
slightest discourtesy can scare them 
away forever. That’s why we don’t 
let salesmen group at the elevators. 
Further, when Mr. Garner turns a 
customer over to Mr. Brown, we 
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BASIS FOR PROGRESS 





—Sidney H. Ball, eminent gemo- 
logist and mining engineer, tells 
us that the importation of 
industrial diamonds for the first 
four months of 1935 was 67.5%, 
greater than for the correspond- 
ing period of 1934. 

—lIndustrial diamonds are largely 
used in durable goods industries 
—for cutting steel, dressing 
gies wheels, drilling and such 
ike. 

—Kiplinger also tells us that the 
machine tool industry is booming. 

—These facts are most significant 
because for the past three years 
we have been told that real pros- 
perity could not return until dur- 
able goods industries had staged 
a come-back. 

—It certainly seems now as though 
we are on our way. 


Envt 0 (a “ 


President 





never permit Mr. Garner to stroll 
over to Mr. Smith and start a con- 
versation. We don’t want the cus- 
tomer to think that she is being dis- 
cussed. If the two men were to 
laugh, she might reasonably think 
they were ridiculing her. 

“Moreover, we discourage our 
salesmen’s babbling to us every 
time they make a good sale. A 
man who runs to the buyer with 
each success story is too busy talk- 
ing to do enough good on the floor. 
Buyers know what salesmen are do- 
ing without being told.” 


* * * 


THE famous Boston Symphony 
Orchestra, at its popular Pop Con- 
cert recently, played the Winslow 
March composed by J. C. Stout and 
dedicated to Sidney W. Winslow, 
Jr., president of the United Shoe 
Machinery Corporation. 

A large audience received it most 
enthusiastically and Conductor 
Fiedler called on Mr. Stout, who 
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was present, to rise and take a bow. 
Mr. Stout, who is office manager 
of the Boston Office of the Cor- 
poration, is the organizer and con- 
ductor of the Office Orchestra 
which has created for itself a most 
enviable reputation. 

Music lovers can appreciate the 
high compliment paid Mr. Stout 
when a composition of his was 
played by the Boston Symphony 
Orchestra. 


* * * 


“u 

WE are having quite a time in 
San Diego on account of the prob- 
lem of foot doctors who are ob- 
sessed with the idea of fitting shoes 
too long,” reports Russell Williams. 
“These doctors who have little or 
no retail shoe fitting experience 
arbitrarily order that the patients 
they send us be fitted to certain 
sizes designated by them. Many 
times these sizes are absolutely 
wrong. This trend is growing so 
that it is becoming a serious prob- 
lem with us. 

“More and more of these young 
foot doctors are being turned out 
who know nothing about shoe fit- 
ting. If we established shoe re- 


poctoR’¢ a‘ Q 
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tailers do not watch out, we will 
soon be confronted with an intoler- 
able situation. We are up against 
the condition where a person is 
more apt to take the word of some 
young fellow who has ‘doctor’ 
tacked onto his name, in regard to 
how it fit a shoe, than to take the 
practical advice of veteran skilled 
shoe fitters.” 


* * * 


Howarb B. STEPHENS, presi- 
dent of Johnson-Stephens & Shinkle 
of St. Louis, says: 

“Rhythm Step is not a health 
shoe with style features, but a style 
shoe with additional comfort inno- 
vations that ease the foot at the 
three strain points of every stride. 

“The three exclusive comfort 
features in this new line of John- 
son-Stephens & Shinkle footwear 




















have been given the copyrighted 
trade name of ‘Invisible Rhythm 
Treads’ and have been cleverly 
identified on every sock lining by 
the figures 1, 2 and 3 stamped in 
gold in gold circles. 

“No. 1 identifies the invisible 
tread in the heel that absorbs the 
shock when the foot first strikes the 
floor or pavement. No. 2 designates 
the support in the spring arch and 
No. 3 is directly over the invisible 
rhythm tread which relieves the 
metatarsal bones when the function- 
ing part of the foot is brought into 


play.” 








LANE BRYANT have a good 
stunt of putting a foot diagram 
chart inside the cover of the carton, 
showing heel position and gridiron 
effect in the forepart and stating: 

“How to make a correct diagram 
of your feet. Stand with the en- 
tire weight of your body—on your 
bare feet, toes pointing straight 
ahead, placing the heels of your 
feet in the spaces marked ‘Heel 
Here.’ 

“Do Not Make the Diagram 
Yourself. Have someone else make 
a pencil mark completely around 
your feet, making sure that the pen- 
cil is vertical at all times. (If the 
pencils tilts, the diagram will be 
larger or smaller than your foot, 
depending on which way the pencil 
tilts.) 

“It is just as essential, too, that 
we know the shape of your feet as 
their size and width.” 





* * * 


JOSEPH SHADDOCK, shoe de- 
partment manager of Sponberg De- 
partment Store, Santa Monica, 
Calif., says: 

“I did have a Cadillac car and 
had a great time running around 
in it. Now I have a Chevrolet 
which costs me three times less to 
operate and I have just as much 
fun. 

“I believe we must run a shoe 
business just the same way. We 
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must live and learn to operate on a 
closer basis and not to take money 
out of the business which belongs 
in the business. That’s my con- 
ception briefly of what all of us 
must do in order to get back on a 
sure sound foundation. Most busi- 
ness failures may be traced to either 
not making a profit or taking too 
much out of the business for home 
and personal expenses.” 


* * * 


“i 

THERE seems to be a fear of 
better merchandise among the shoe 
buyers,” said J. W. Spencer, mana- 
ger of the Wolff-Marx shoe depart- 
ment, San Antonio. “It is impos- 
sible to re-educate people to buy 
better merchandise unless the store 
has a reasonable amount to sell. 
It seems that many buyers have 
under-estimated the consumer de- 
mand, and are, therefore, uncon- 
sciously holding down the sales of 
better grades. People have become 
so high-style-minded that they are 
willing to pay more for their shoes. 
While they want a few plain staple 
pumps, they are especially inter- 
ested in nice pretty shoes that fit 
well.” 


* * * 


In discussing the local retail shoe 
situation from the angle of the in- 
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dependent retailer, C. M. Heckman 
of Pasadena, Calif., said: 

“In this city of 80,000 people, 
situated as near as we are to Los 
Angeles, we lose considerable busi- 
ness to the big town, but gain from 
the smaller nearby cities. Out of 
40 places in town where shoes are 
sold only six are home-owned, the 
rest being chains or Los Angeles 
branch stores. 

“Times like we have been experi- 
encing have been real opportunities 
for the lower priced chains. We 
have existed, as we have built our 
business on standard merchandise 
in the medium grades. I believe 
there will always be a place for a 
store of our kind, just as long as 
we continue to give good service 
and good merchandise. 

“One great disadvantage of the 
coming of the chains has been the 
lengthening of store hours. Former- 
ly shoe store hours were from 
8:30 a.m. to 5:30 p.m. and we all 
closed at Saturday noon. Now we 
are operating on longer hours, open 
all day Saturdays, with some of the 
chains starting to open on Wednes- 
day nights. All these extra hours 


of keeping open do not mean one 
extra penny in trade. 

“Regardless of all this, we have 
perfect confidence that we are in a 
good business field. 










“Now let me tell you about my bunion." 
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THE six weeks before Thanksgiving are problem 
weeks. After a woman has bought her Fall shoes, how 
can she be persuaded to buy another pair? What 
should be stocked and what can be done to stir up 
business in the post-suede doldrums? Retailers are 
planning now for this second run. And here are some 
of their late October and November candidates. 


A Longer Run for Suede 


Many retailers are going to make a strenuous effort 
to keep suede in the running for a longer period this 
year. The higher grade stores are realizing that suede 
can be a year-round business if you make it so. There 
is no logical reason why suedes should be cut in price 
just at the time when a woman begins to wear her 
furred Winter coat. Granted that a customer has 
bought a tailored suede shoe for her tailored suit or 
coat for the early season, she will need another suede 
shoe of a more formal type. . . . The bug-a-boo about 
suede marring in November rains and snows is not so 
much of a deterrent to this type of customer, because, 
after all, whe nit rains she takes taxis. So, for the 
better business there is a place for formal suedes in 
November at the regular price. 

In more popular price grades, the suede season will 
also tend to be automatically lengthened by the early 
introduction of fabrics as the first Fall shoe. But 
whether a store is promoting fabrics or not, it is sound 
business not to cut suede prices as early as has been 
the practice in the past two seasons. Too many women 
wait for these bargains before buying at all. So we 
find many merchants who will fill in on thei rbest suede 
numbers and keep them going just as long as the 
weather permits. 

The idea of promoting fabric as a Winter shoe has 
plenty of supporters in the medium and popular price 
range. The theory, we believe, has its points. For 
the woman of limited income, a fabric shoe is a prac- 
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THEN IN 


Draped treatments in per- 

fect tune with the costume 

trend, make kid shoes dra- 
matically different. 


RIB 








PS eeatten 

















The suede season will be longer this 
year and fine formal types like this 
will sell to your best customers in 
November. (This shoe protected 
by Design Patent No. 94283 


tical shoe to wear all Winter. It has the semi-formal 
effect and the softer surface that will go well with her 
Winter coat. It can be worn successfully with rubbers 
or galoshes. 

Recently, if you remember, there was an exhibition 
of a budget wardrobe for the “Typical Consumer” 
staged by Macy’s in connection with an industrial art 
exhibit in New York. Their Winter shoe selection for 
the Miss Typical Consumer were fabric oxfords trim- 
med with leather. 

Such Winter fabric shoes will have more leather in 
proportion to the fabric than the earlier models and 
can well be higher cut as well as further dramatize 
their difference. 


Suede on Silk Gives New Impetus to 
Afternoon Shoes 


This new 1935 combination of silk with suede trim- 
ming is a real idea. (See photograph.) Here at last 
is a “cocktail” shoe than can be worn on the street 
and even to an office by the girl who is going on to 
dinner and dancing. It looks rich and completely new, 
and it fills the gap most satisfactorily between the day- 
time and the formal evening. 

Dress manufacturers are making a big point of the 
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(*With apologies to the Pulitzer prize- 
winning novel "Now in November") 


The combination of silk fabric 

with suede gives the late after- 

noon shoe new interest and 
new usefulness. 


By 
RUTH HARRINGTON 


NOVEMBER: 





Page 15 


















formal afternoon dresses with which a shoe of this type 


will be worn. This year they will promote them in 
street lengths which is all to the good. The ankle 
length “cocktail costume” has not gone over in a gen- 
eral way; neither has the shoe that makes women feel 
self-conscious when they wear it on the street. This 
silk and suede combination is more versatile. 


New Angles on Kidskin 


Kidskin for November is, of course, an established 
tradition. But stores that plan to promote kid at this 








Revived interest in alligator and 
lizard make reptile shoes unusually 
promising for late promotion. 


time are looking for kid shoes that, again, look de- 
cidedly different from last Spring’s models. 

There are two new style developments in kid that 
can accomplish this result. First, for the better business, 
the ultra-simple kid shoe styled on a new last. Make the 
last the selling point and show how the smooth, rich 
[TURN TO PAGE 43, PLEASE | 
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By E. K. BARTLETT 





What you see when you look at a picture 
depends largely on your point of view. Also on 
what you're looking for. The same thing is true 
when you look at a shoe business. And the best 
way to get a really intelligent picture is to 
change your viewpoint frequently, and record 


your observations from every angle. 
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"Looking into a shoe business like ours is like squinting 


The THREE-EYED 


HO shut the door of his office but failed to offer me 
a chair. 

“Listen,” he said, leaning against his desk and con- 
tinuing where he had left off. “Looking into a shoe 
business like ours is like squinting through a bung- 
hole into a barrel. In order to see what’s inside you’ve 
got to change bungholes now and then.” 

“Which—er—bunghole do you use?” I asked him. 

“I use ’em all,” he said quickly. “The turn-over 
bunghole, the sales-per-cent bunghole, the functional- 
expense bunghole, the ideal-store bunghole, the stock- 
control bunghole, the past-experience bunghole, the 
style-trend bunghole — all of ’em. But they’re just 
a row of bungholes to me, most of the time.” 

“Something like a Pin-a-peep Show?” I suggested. 

“Exactly!” he replied, “only you don’t always see 
pretty pictures inside. You see too many white fabric 
sandals when you hope to find long runs of blue kid 
oxfords. You see a payroll all out of proportion to 
your sales. You see a couple of dead leases sprawled 


in the bottom of the barrel with staring eyes and 
shriveled skins. You see the crouching shadows of the 
newspaper ads you ran the day of the big rain. And 
over on the other side, half buried under a heap of old 
electric light bills, you see a neat pile of statistics 
covered with dust.” 

“They cost you plenty. What’s the matter with 
them?” I inquired meekly. 

“They’re too dry. Brittle,” he said. “Most shoe men 
can’t digest ’em.” He made a wry face and adjusted 
his hat which was still on his head. 

“Couldn’t you take them with a grain of salt?” I 
asked. 

“You’ve got to,” he said in a positive voice. “If 
you don’t they'll bewilder you and confuse all your 
plans. If you could use them correctly and see through 
them clearly you could make order out of chaos. 
Trouble is, most shoe men can’t. That’s the reason I 
change bungholes.” 

“To which one?” I asked him. 




















BOOT AND SHOE RECORDER, 





July 20, 1935 

























through a bunghole into a barrel." 


BUNGHOLE 


“I was afraid of that,” he said. “I’ve got to drive 
two hundred miles and set up my camp before nine 
to night. I’m going fishing.” 

“Fishing!” I glanced at him. “At the height of the 
Summer sale season?” 

He turned to me with a touch of pity in his eyes. 
“This particular barrel rolls itself. You'll see why 
after I give you the bunghole to look through at your 
leisure.” 

He reached for a small black book on the top of his 
desk and opened it to the title page. 

“THE THREE-EYED BUNGHOLE,” I read aloud, 
puzzled. 

“I named it myself,” he apologized, “to keep the 
viewpoint fresh when I want to look into the barrel 
myself.” 

I turned the leaves a little helplessly. 

“You'll notice,” he said, stepping to my side and 
looking over my shoulder, “you'll notice the book is 
divided into three main sections: (SALES, INVEN- 
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TORIES, EXPENSES.) Those are the three eyes. But 
the focus is different than the other bungholes. You 
get three viewpoints at once, all magnified like through 
a telescope. 

“Take women’s shoe sales for an example.” He 
thumbed a few pages in the SALES section and stopped 
at the page so headed. “This page shows that women’s 
shoes made up 62.4 per cent of our entire volume in 
1933; 62.2 per cent in 1934; and so far this year as 
follows: Of our total sales volume women’s shoe sales 
were: January, 69.4 per cent; February, 62.9 per cent; 
March, 63.4 per cent; April, 61.6 per cent; May, 61.2 
per cent; June, 61.8.” 

“Why was the January ratio so high?” I inter- 
rupted him. 

“Had a women’s shoe sale all that month,” he re- 
plied. “But the real intelligent question is: WERE 
OUR WOMEN’S SHOE STOCKS ADEQUATE TO 
HANDLE THE INCREASED BUSINESS? To make 
the most profit we should have had a corresponding 
ratio in stocks on hand January 1. Let’s see if we did.” 
He turned to the section entitled INVENTORIES. 

“Here you are,” he continued. “We had 71.3 per 
cent of our money invested in women’s shoes on 
December 31. All ready and waiting for the big annual 
sale.” He chuckled in my ear. “The reason we hit 
it so close was that I was away all during December. 
Went on a trip. But the boys looked through the bung- 
hole at last year’s experience and prepared accordingly. 
This little book drives ’em.” 

I absently opened the rear section of the book while 
I studied the significance of the ratios, and his long 
finger pointed to a page entitled Women’s Shoe Adver- 
tising. 

“Look,” he said, a little proudly. “We spent 68.4 
per cent of our advertising appropriation on women’s 
shoes in January. That wasn’t an accident. We used 
the same ratios. ‘Massed efforts make massive sales,’ ” 
he coined an axiom as he went on quickly. “And here 
we see that 66.9 per cent of our window trimming 
expense went to women’s shoes. 68.1 per cent of our 
payroll was women’s shoes. 69.0 per cent of our direct- 
by-mail advertising was for women’s shoes. With all 
those guns bearing down on the same objective, it 
would have been mighty surprising if we hadn’t 
reached the big increase in women’s shoe sales that 
we did make. I’m sorry I have to go, but you can take 
the book with you. It’s my personal copy.” He looked 
at his watch. 

[TURN TO PAGE 42, PLEASE] 














































T HESE are the days to shop Fifth Avenue for display 
ideas. Windows are cool and gay. Spots of color, 
brilliant color, relieve great expanses of virgin white. 
Sandal shops are alive with ideas and customers. 
Whole shoe departments have been transformed into 
sports decks of cruise ships. Stores outdo one another 
in reproducing cabanas and beach clubs. 

To the Metropolitan display man, his July white 
window must be his masterpiece. Into it go his best 
ideas, little refinements in display stands or sign easels, 
new uses of color and spots, new materials or new 
ways of handling old materials—are all to be found 
on Fifth Avenue this week. -Many new methods of 
breaking up large areas and ways of handling back- 
grounds differently first see the light of day in this 
extensive promotion. 

Display, like styling or newspaper advertising, has 
certain definite schools of thought. Certain shops 
get reputations for certain types of displays. Thus the 
way Saks Fifth Avenue treat a permanent back-set will 
be discussed by display men and used in varied forms 
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FIFTH AVENUE 


Random Notes and Sketches of Display Ideas 


by shops seeking a quality business. Two weeks hence, 
these white windows, like the Arabs, will silently fold 
their tents and disappear into the night, but their influ- 
ence will be felt generally in Fall displays that are yet 











to be built. Fixtures that have caused unusual com- 
ment, ideas that appeal to the public fancy, will re- 
appear in many Fall and Winter displays. These are 
the things that we look for especially and we illus- 
trate them for you with suitable comment and details. 


1. A New Way to Treat a Corner 


There is no space more awkward or difficult to 
manage than the corner of the average window. Small 
displays are lost and large ones dwarf the rest of the 
window and make access to it difficult. Here’s a dis- 
play that looks like a solution to the “corner” problem. 
It has the necessary height to be impressive and fits 
nicely into a corner. There is ample display space on 
four shelves, two on each level. 

The background, a screen, is interchangeable and 
not expensive to make. It’s ideal for women’s shoes 
since it resembles a lady’s dressing table and it can be 
used for men’s display by substituting a suitable hack- 
ground or copy panel. It consists of two units made 
of ply-wood or Compo-board with smartly rounded 
edges. Each unit comprises two shelves, apparently 
held erect by glass tubing, but in reality these shelves 
are fastened securely at the back. The screen back- 
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ON DISPLAY 


Gathered on a Survey of the Display Man's Paradise 


ground (which is held in place by a support with a 
similarly rounded corner) is a series of strips with 
conventionalized flower designs painted on them. 
Leaves may be substituted for flowers for a Fall pro- 








motion. Colors? Any colors in two or three tones 
that fall in with your window color scheme. 


2. What Is So Graceful as a Swing? 


Here’s an idea that is new to the display field. Long 
a favorite to the musical comedy stage and glorified 
by the late Ziegfield, it is a wonder that no one thought 
of it before. Used here with a palm tree, it is just as 
effective using the falling leaf theme. Several units 
similar to the one illustrated transform a large window 
of a prominent chain store into a cool Cocoanut Grove. 
Use this one with falling leaves on the floor of the win- 
dow, featuring women’s shoes and hosiery on the swing. 
Or save it for your cruise or Palm Beach promotion. 


3. What of the Interior Display? 


Here is a novel way to dress a.counter or corner 
alongside a fitting chair. It’s a combination of the 
classic and modern and carries out Fall styling in 
women’s shoes nicely. The classic lyre is made of 
Compo-board, templates for which can be cut from 
sketches shown herewith, painted a burgundy red. Glass 
shelves on the lyre hold women’s shoes and hose. The 
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modern design is drawn on a sheet of copper or copper 
foil with black pigment. The size of this design should 
be governed by the size of the display. It may be 
easeled behind the lyre or hung on an adjacent wall or 
fitting chair. 


4. Gold and Black in a Modern Display Stand 


Four organ pipes of gold, upon which have been 
fastened circular pieces of wood to hold the glass 
frame, comprise this new display. The base of wood 
is black, with gold edges, the circular wooden clips 
are gold with black edges and are set by means of a 
thumbscrew at the rear. This is an ideal valley for 
holding announcements, fashion photographs and data 
of interest to women customers. 


5. Miniature Stage Set 


Everybody loves the theater. This display, to be 
used as the center of interest in a small window, boasts 
[TURN TO PAGE 44, PLEASE] 















































Flexible Prices at 


A SPEAKER at the Round Table Trade Conference 
said: “Those of us who come in contact with con- 
sumers know that buying habits are, in their way, as 
unyielding and inflexible as concrete. They can be 
set and hardened very quickly and to change and re- 
mold them is another job.” 

That nugget of truth was worth the trip to Boston. 
We don’t want to see the shoe industry subject to re- 
tail price regimentation. Other industries have almost 
destroyed their usefulness by the establishment of na- 
tional price levels. For example—the dollar watch 
has made the noble timepiece a careless approximator 
of time and an indifferent article of possession. It is 
true it serves the purpose, but it has lost all of its 
traditions. Its acceptance at a set price by the Ameri- 
can public has changed the jewelry business and almost 
eliminated the skilled watchmaker. 

The key to volume in shoes may be a magic price, 
but in the long run it will, like the speaker said in 
Boston, “assume the proportion of a ‘Frankenstein.’ 
It will have raised a monster over which we have no 
control. It will have built consumer price habits and 
price resistances enormously difficult to overcome.” 

This grave danger of solidifying $1.95, $2.95 and 
$3.95 as price levels, or any other figure, is most de- 
structive in view of the possibility of expansion and 
inflation. When commodities that go into shoes go 
higher in price the only out for the fixed price operator 
is to change the quality of the goods and that inevitably 
leads to the loss of the customer. Very little can be 
taken out of cheap shoes today, to reach the point where 
they are useless shoes when measured in terms of 
human utility. 

Now is the time when shoe merchants everywhere 
are planning their Fall price levels and this caution 
comes at the right time. 

Some gangsters down at Rhode Island took their vic- 
tim out on a boat and proceeded to pour cement into 
a tub into which the victim’s feet were set. When the 
concrete solidified, they tossed the weighted victim 
into the sea—lost without trace. That novel method 





Open the New Season with 








Retail 


By 
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of removing the evidence is the grizzliest tale to come 
out from the underworld. 

Yet many a merchant is encouraging buying habits 
in their way “as unyielding and inflexible as concrete.” 
The results in the end are the same as far as con- 
tinuance of the business life of the merchant. We had 
an example of it in the clearance work this season. 
The hottest days of early July moved every wanted 
white shoe at profitless clearance prices so that today, 
in many cities, white shoes are a scarcity—with the 
hottest weather of the Summer ahead. We pled with 
merchants personally, and through the printed page, 
to change these solidified habits of clearance. If you 
must have a clearance after the Fourth, clear your 
dark shoes—reserving for a later date the sale of whites. 
It is obvious that in the presentation of a clearance of 
dark shoes, that many a person would want white shoes 
and would pay regular prices for them. 

We had one of the greatest examples of the “concrete” 
character of habit in this white shoe experience of the 
retail industry in the Summer of 1935. Seven weeks 
of rain and bad weather pushed the white shoe demand 
into fifteen July days, and yet the American public 
was given a present of all the profits when it was in a 
position to buy wanted shoes at regular prices. 

The store-keeper never, never learns—but here and 
there a real merchant wins out because he has the 
courage to venture his own way. The exceptions, how- 
ever, are so few. 

We are going to watch with a great deal of interest 
the opening prices of August 19 at retail. It is well 
for an industry to start off on the right foot. 

Fortunate indeed is an industry that works on the 
basis of economic control of prices rather than allegi- 
ance to habit. , 
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Be ready for the rush for relief from “Athlete’s Foot” that always starts 
when hot weather comes. This foot condition is rapidly becoming as 
common almost as sunburn. Dr. Scholl’s Solvex is formulated to relieve 
the intense itching, kill the fungi and aid in healing the red, cracked 
or blistered skin between and on the feet and toes. Now is the time 
to stock Dr. Scholl’s Solvex and to display it. Order at once and replenish 
your stock of other Dr. Scholl’s Foot Comfort Remedies at the same 
time, for the demand is always the greatest in hot weather. 
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Dr. Scholl’s Shoe Deodorizer and Sterilizer 


Sterilizes the inside of shoes by destroying bac- 
teria and fungi spores of Epidermophytosis, Eee 
Ringworm, “Athlete’s Foot”. Prevents reinfec- 
tion from shoes or slippers. Stops shoe odors. 
caused by sweaty feet. Spray attachment packed 
with each bottle. Retail 50¢. 


Dr. Scholl’s Bromidrosis Powder 


An ideal antiseptic, medicated foot powder for 
hot, tender, burning, tired, perspiring, odor- 
ous feet, (Bromidrosis). Excellent for keeping 
the feet dry, which is most important in the 
treatment of “Athlete’s Foot” and excessive 
perspiration. Safe and sure. Retail 50¢. 


Dr. Scholl’s Medicated Soap 


For the treatment of many functional disturbances of skin 
such as Hyperhidrosis, Bromidrosis, offensive perspiration 
odorsand similar conditions. Dr. Scholl’s Medicated Soap is 
unsurpassed. Deodorizesand cleanses thepores. Retail 25¢ 
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Makers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies 
213 West Schiller St., Chicago 
62 W. 14th St., New York 112 Adelaide St., E. Toronto 
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The 


Younger Generation 





William P. Telling 


John C. Telling 


JOHN C. TELLING, son of J. E. Telling, president of 
Holland Shoe Co., graduated from Dartmouth, worked 
in the factory for a year, tried selling for a season and 
then was given a regular territory, consisting of Penn- 
sylvania, New York State outside of Greater New York, 
also Wisconsin and Minnesota. He has made an out- 
standing success, in proportion to the possibilities of the 
territory assigned to him, and is looked upon as one 
of the most promising of the younger sales representa- 
tives on the Holland staff. 

Mr. Telling’s other son, William P., graduated from 
the University of Michigan and entered the shoe busi- 
ness by way of the retail branch. He was a salesman 
for two years at Field’s and during the latter part of 
this period was assistant in the children’s and boys’ shoe 
department. There was a vacancy on the Holland sales 
force in the territory consisting of Texas, Oklahoma, 
Missouri, Kansas and Nebraska, and William Telling 
took over the job about a year and a half ago. He has 
been more than successful, and the business from this 
territory now exceeds previous records. 

Both of these young men, apparently, share their 
father’s keen interest in the shoe business, and both have 
made an excellent start on the road to success. 
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VA By 
\ John L. Harris 


VY Foreign 





Languages 


Wauart “Language” do you speak 
fluently ? 

Recently, on a train, I overheard 
two “dairy farmers” who were dis- 
cussing “A new cream separator’ — 
“Butter fat per pound of milk”— 
“Cheese out of skimmed milk.” They 
“talked” for hours. Then, one hap- 
pened to mention “Jim Hicks.” “Ever 
see him?” he asked. “Not so often 
these days. Great guy, Jim, but all 
he wants to talk about is—some new 
gadget he’s just bought for shifting 
oats or some new fertilizer he is ex- 
perimenting with. He don’t talk my 
language.” 

They both had a “great laugh” out 
of that, and so did I (behind my 
paper). To tell the truth, I wasn’t 
reading my paper at all. I was hid- 
ing behind it just to “take in” their 
enthusiasm. And they sure had lots 
of things in common to enthuse about. 

Not “my language.” You'll hear it 
every time two or more chaps get to- 
gether and a subject is brought up in 
which they cannot enter into the dis- 
cussion. 

Not MY language, to define it 
briefly, means: / am not interested. 

No one can become really interested 
to discuss a subject in which they can- 
not “give and take.” Perhaps that is 
as it should be. You can hardly ex- 
pect “horse traders” to be enthusias- 
tic about motor cars. But, say some- 
thing about a horse’s good or bad 
points and you can’t stop ’em. 

To many men, a horse is just a 
horse, a beast of burden which one 
can ride upon or drive. It will sur- 
prise many to know that a horse has 
twenty-eight “points” by which he can 
[TURN TO PAGE 32, PLEASE] 
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FIT First in SCHOOL SHOES 





NUMBER > - * * 


STORE NAME’S 


Sree QUARTERLY 
CHILD'S FOOT EXAMINATION 


~upon presentation of this card — 


By 
R. E. ANDRUSS 






AGE 





CHILDS NAME 
PARENTS NAME 








ADDRESS 








Make Your School 
Shoe Promotion a Foot 


EXAMINATIONS MONDAY 
TO FRIDAY ONLY 





is entitled to Gree foot examination at (Store Name ) 
every three months begining (DATE) This examunation 
is part of Store Names Service to children to assure proper 
development of growing feet 


Signature aS ee (ay aan 













Health Event for 
Children, Backed Up with Complete 
Stocks in the Wanted Styles, Plus Com- 
petent Fitting Service for Juveniles 


In recommending “orthopedic thinking” as the key- 
note for Fall in juvenile footwear, the N. S. R. A. Com- 
mittee recognized—first, that parents are increasingly 
conscious of the importance of correct shoes and cor- 
rect fitting for children. Second, that there is room 
for further education along these lines, which should 
come from within the shoe trade, and not from out- 
side sources. ; 

Within the past two years the subject has been given 
considerable attention in magazines read by women, 
as well as in medical journals. Various groups have 
conducted surveys that reveal an astonishing amount of 
foot trouble among children—most of it due to poor 
construction or the improper fit of the shoes. 

What proportion should be blamed on the parents, 
the shoe men, and the misfortunes of the depression 
is an open question. The important point is that every 
merchant selling children’s shoes should take an active 
part in rendering a better fitting service to children, 
and in furthering the education of parents concerning 
the health importance of correct shoes correctly fitted. 

The first step in such a campaign is the careful check 
of stock and service. 

The stock should consist of those few patterns most 
in demand in a complete range of sizes, backed by a 
good in-stock tie-up with a manufacturer. 

One of the very successful New York children’s de- 
partments reports 80 per cent of its business is on four 
patterns. A plain toe oxford, a shield tip oxford (self 
and shark), a moccasin and a patent one-strap. But 
sizes are kept complete at all times! 

Competent fitting service by salespeople who have a 
sincere interest in their work, plus a liking for children, 
are important—and, believe me, a youngster knows 
whether friendliness is real or feigned. 
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An attractive department is a help, if space permits, 
a special section to be set aside and decorated to appeal 
to children. But even where this is not possible, stock 
and service must, can and should be right. 

Now for promotions. 

First recommendation is the keeping of case histories 
and a plan to encourage free periodic examination of 
children’s feet. 

Keeping on file the “case history” of each child 
fitted, is a profitable bit of psychological strategy. 
This, plus the “free examination” every three or four 
months is bound to result in repeat business. 

But three forms are required. A record card for 
your file, with a call-up system. A “free examination” 
card to be given at the time shoes are purchased. And 
a notification form to remind parents when the periodic 
examination time arrives. 

The record card is really a sales record with space for 
such notations as you may wish to make. When the card 
is filed, it is tabbed for call-up three or four months 
[TURN TO PAGE 32, PLEASE] 
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CLEARANCE sale advertising accounts for a major 
portion of the current retail shoe store publicity as this 
is written, and will continue to do so from now until 
close to mid-August, when announcements of Fall shoe 
openings will be in order. The date suggested for 
nation-wide promotion of Fall shoes this year is 
August 19, and as this date has received the official 
endorsement of the National Shoe Retailers Associa- 
tion, it will undoubtedly exert a nation-wide influence, 
not only in bringing about an early presentation of 
new styles for Fall, but also in terminating the clear- 
ance sales through which thousands of shoe stores will 
endeavor to dispose of left-over stocks of Summer foot- 
wear. 

Sale advertising, while it plays a definite and impor- 
tant part in the general publicity of many shoe stores 
at certain seasons of the year, nevertheless presents 
problems of its own which merit the careful attention 
both of the merchant who pays for the space and the 
individual in or outside of his organization who plans 
the ads, designs the layouts and writes the copy. To 
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ma Make Your sale Ads 


Sell SHOES 


Price Argument Should Be Rein- 
forced with Good Layouts, Attractive 
Pictures and Copy That Plays Up the 
Selling Points of the Merchandise 


produce effective sale ads, it is advisable to analyze 
intelligently the purpose of this class of publicity and 
have in mind the distinctions and differences between 
sale advertising and the usual line of copy through 
which the store endeavors to get its message before the 
public. 

Of course the broad purpose of all retail advertising, 
with the possible exception of that relatively small pro- 
portion which is usually described as “institutional” 

[TURN TO PAGE 44, PLEASE] 





At the left is an unusually 
attractive children's shoe ad, 
very appropriate for vacation 
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BROWN KID Color 176 


Trimmed with BEIGE - 552 


In the above sandal, Johnson Stephens has combined Amal- 
gamated No. 176 with Amalgamated No. 552, incorporat- 
ing unusual style features, and providing a shoe of great 
feminine appeal. A classic shoe for any town occasion. 


The universal acceptance of feminine fashion has 
brought about a new appreciation of Quality in footwear. 
This is especially true of kid footwear, because it adds 
daintiness to the foot, and permits one to walk with unre- 


stricted grace. 


STS Amalgamated Leathers— known the world over as Qual- 
Ss colore ity Kidskins, feature the new fall colors in kidskin, Char- 


aa mooz, and ALWAYS WHITE GLAZED KID. 


AMALGAMATED LEATHER COMPANIES, INC. 
84 Gold Street, New York Wilmington, Delaware 


malgamatec 
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Y ou asked for a job; now you 
have it, what are you intending to 
do about it?” That is the way 
George R. Bessey, basement shoe 
buyer in the Broadway Store, Los 
Angeles, sizes up his own situation. 
What he is doing about it is selling 
90 per cent of the people who sit 
down in his department. Not only 
that, but 65 per cent of the cus- 
tomers who are turned over are 
sold. Now do not get the idea that 
any high-pressure selling is tried 
out or permitted. Bessey does not 
believe in it. Even if he did, the 
store would not stand for it one 
minute. The idea is not so much to 
sell shoes as it is to keep satisfied 
customers trading right in the store. 
Good merchandise and _ satisfied 
customers are still any store’s best 
advertisement, he emphasized. 

“Play the staple business and 
have plenty of sizes on the shelves, 
particularly on well-known adver- 
tised lines. Don’t worry about what 
other stores are doing. Our job is 
to sell the trade what they want. 
If they want blue, we must have 
plenty of blue. Continuing to buy 
shoes over and over, with possibly 
minor changes, is good business for 
there is plenty of good repeat busi- 
ness to be had. Always practice 
buying good shoes — dependable 
shoes—which will wear, then fit 
them right in every particular. Do 
not let the stock of staples run 
down in order to get turnover. 
Rather get a good turnover through 
sizing up every day. 

This department carries possibly 
the largest stock of staple shoes in 
the country, yet we get a most sat- 
isfactory turnover, even if our main 
source of supply is thousands of 
miles away. Spending most of the 
time on the floor is good business, 
for no one can keep a buyer in- 
formed on what the people are 
thinking quite as well as his own 


By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 


personal contacts with his trade.” 
There is a great deal of common 
sense packed in the foregoing, 
which Mr. Bessey was inveigled 
into saying, and I think it merits 
thoughtful consideration. 


OP: 


No one shoe store can possibly 
carry all the various styles and 
types of shoes which regular and 
casual customers ask about, so to 
T. R. Van Degrift in Los Angeles 
goes this week’s Good Scout prize 
for doing the right thing in the right 
manner. 


DATE.  — 





TO 





ADDRESS. 





We are referring this customer to you as 
we believe you will have the goods desired. 
Your usual courteous attention will be 
greatly appreciated. 


REMARKS. 








a 


The Van Degrift policy is to al- 
ways send customers who want or 
need something which is not stocked 
here to a certain store where the 
article may be had. Then in order 
to be sure that the customer fully 
understands the name and location 
of this store, she is handed a printed 
slip in which this information is all 
written out. This is one of the nicest 
ways of handling a situation of this 
kind that has yet come to my atten- 
tion. 
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WHEN I go home at night | 
feel that I have really done some- 
thing worth while that day if I have 
fitted some child to the right shoe.” 
That’s the way George H. Kinnick, 
shoe buyer for F. W. Mather Co., 
Pasadena, Calif., feels about his job. 
In keeping on this thought, he said: 
“We are really fitting shoes now- 
adays, and it is well that we do, 
for the early correct fitting of chil- 
dren’s feet is very important. A 
change in posture is liable to affect 
a child’s entire life adversely. In- 
correctly fitted shoes will make a 
child irritable and cause that child 
to do things which it should not do. 
This is more than apt to change the 
disposition and turn an otherwise 
good child into a bad one. Thus, 
when a child is in its formative 
stage of character development, ill- 
fitted shoes may change its entire 
life. 

“There is a peculiar thing about 
fitting shoes in this state. There is 
practically no sale for sizes under 
the first run of 414’s on hand soles, 
because the feet are longer than 
usual. This is probably an inheri- 
tance from athletic mothers or just 
another tribute to California sun- 
shine which is supposed to grow 
almost anything.” 


OPI 


ONE of the best question askers 
and answerers that I know of is 
John W. Showalter, who operates 
Foot Health Headquarters in Kan- 
sas City. It was my privilege to 
listen in to one of his rapid fire 
“question and answer” talks in 
which he shoots the answer before 
his audience gets a chance to catch 
their breath. 
“What is merchandising?” 
“It is making it easy for the cus- 
[TURN TO PAGE 28, PLEASE] 
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CURTIS- STEPHENS 


TESS 


No. 2303 


In Stock 


When worn without 
the Shawl Tongue 


¥ TESS 


With Shubuck 
Tongue 


The 


Shawl 
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STAR 
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- EMBRY COMPANY 
READING, PA. 








8400 85 








Write us today 


for the complete 


line-up! 






Tess can be worn three ways—as a sporty one strap— 
as a ghillie tie—as a school girl novelty carrying the 
school colors. A three way shoe which moves amazingly 
fast when the vogue starts in your town. The illustra- 
tions show how this patent protected shoe is easily con- 
verted from one type to the other. 


TESS Design Patent +96246 Reg. U. S. Pat., July 16, 


1935, is the star in a line which scintillates with the 
kind of styling girls like. 

“Prep-Girl” number—2303 (illustrated) —is stocked at 
the factory (widths and sizes) —-AAA-AA 5-9, A 4-9, 
B 34-9, © 348. 

“Prep-Girls” are restricted to one dealer in a community 
for your protection. Be the first in your town to present 
this profitable line headed by a star number that will 
make new sales records. 









TESS 


With School Color 
Novelty Shawl Tongue 
(available in any 
color and letter com- 
bination) 
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tomer and merchandise to meet.” 

“What is a merchant?” 

“He is the man who makes it 
easy for the merchandise and the 
customer to meet. That’s all those 
of us who sell shoes have to do. 
All my life I have tried to be a 
merchant and make it easy for cus- 
tomers to buy shoes.” 

“What is a store?” 

“It is the place provided by the 
merchant where the merchandise 
and the customer meet. Now it 
isn’t as simple as all that. There 
are some real problems in making 
the merchandise and the customer 
meet, and that is where the mer- 
chant gets in his work, and where 
salesmanship comes into play.” 

“What is salesmanship?” 

“Salesmanship is the ability and 
willingness to help the customer 
find what he or she needs and 
wants. Now get that play on the 
words ‘needs’ and ‘wants.’ I can- 
not make any profit in serving only 
what my trade needs. Profit is 
made in serving them with what 
they want. 

“Damit, we are not going to get 
rich on supplying the needs of the 
world, but we will if we supply the 
wants. 

“Let’s go selling what the 
world wants and not what it 
needs.” 


OP! 


Every one of the seven shoe sales- 
men of the balcony department in 
the Levy department store has a 
special stunt to do which is de- 
signed to make him a better man on 
the floor, so E. J. Moser told me. 
When windows are being dressed, 
one man is assigned the job of se- 
lecting the right shoes to go with 
the costume being displayed. Mo- 
ser’s reason for doing this is that 
it gives the men actual experience 
in selecting the correct shoes to go 
with the dress, hat and accessories. 
Nothing so increases a man’s self- 
reliance as to be given a duty of 
this sort to do. 

This department features shoes 
from the medium grades up to the 
$14.50 prices. It is therefore neces- 
sary that the boys selling shoes 
know what goes with what and why. 
Many women, I was informed, who 
have not been in the shoe depart- 








OTHER 
PEOPLE'S 
IDEAS 


[CONTINUED FROM PAGE 26] 


ment for ten years and who have 
been going to Los Angeles, Dallas 
and New York, are now trading in 
the department because of the full 
line of good shoes carried and the 
way and manner in which these 
shoes are presented to them. 


OPI 


“ 

F IT shoes according to the weight 
of the person and take into consid- 
eration the kind of use the shoe is 
to be subjected,” is the practical 
advice of Dr. L. T. Mullen, who is 
selling shoes in addition to operat- 
ing a Foot Clinic in San Angelo, 
Tex. 








STANDING 





1—-NOR. BAL. $~COMB'N 7 %-ARTHRITIC (8) 13-BUNION JT. 
1-LOCK JT. FLAT FOOT 10—RIOID FT. 14-HAM. TOE 
3-BONE DEP. 7-HOLLOW FOOT 1—ARTHRITIC (F 


12—RIGHD TOE 
‘SIZE WEARING-————________ REMARKS: 





In this connection he has worked 
out a patient record history card in 
which he has incorporated some of 
his own ideas in addition to those 
used by Dr. Hiss. Dr. Mullen has 
found a great variation in patients’ 
feet in regard to the size. Some 
will have a perfect left foot, while 
the right is quite different. He be- 
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lieves it is not humanly possible to 
fit feet correctly unless one has all 
the measurements right before one. 
Correctly measuring the feet is fully 
as important in arriving at the cor- 
rect fitting as all the preliminary 
work done by a competent eye man 
in examining the eyes for glasses. 
When a man will doa correct 
job in measuring the feet, then and 
only then is it possible to guarantee 
a fit. During the past year hun- 
dreds of pairs of shoes have been 
sold by Dr. Mullen, while only two 
customers have complained about 
shoes he sold not fitting right. 
Patients are taught shoes for 
home or duty wear must be good 
and rightly fitted and under no con- 
sideration should worn out dress 
shoes be used for these purposes. 


OP! 


EVERYONE told M. 0. Simons, 
whose department store is in Vic- 
toria, Texas, that the very best place 
for his hosiery department was 
right up front near the door. But 
he did not believe it, as he figured 
that if it was down next to the shoe 
department that women would buy 
hose when they bought their shoes. 
So, against the advice of all hosiery 
salesmen and the people in the 
store, he moved it back to where he 
thought was the logical spot. Re- 
sult—an immediate increase of 400 
per cent. 


ort 


WRITTEN “store policy” funda- 
mentals always interest me. One of 
the best I have seen in some time 
hangs in the office of F. R. Morgan, 
shoe merchandiser in Bullock’s, Los 
Angeles. It reads: “The Bullock 
Ideal. To build a business that will 
never know completion but will ad- 
vance continuously to meet advance 
conditions. To develop stocks and 
service to a notable degree. To 
create a personality that will be 
known for its strength and friend- 
liness: To arrange and coordinate 
activities to the end of winning con. 
fidence by meriting it. To strive 
always to secure the satisfaction of 
every customer.” 
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ESPECIALLY TO THOSE 


WHO ARE ON THEIR 


An extremely popular “Friendly” Style from the line of General 
Shoe Corporation. It has a medium round toe and is drafted to 
conform with the natural lines of the foot. The model shown is 
of Evans Ruby (Black) Kid. Available in sizes 5 to 12, and in 
widths AA to E and priced to retail at $5.00 


Men really like kid shoes. They like the way they feel —and the way they 


look too, providing they’re made of Evans Kid. This mature kidskin is cool 


and comfortable, and mighty kind to the feet. More than that it stands 


up under the hardest wear and retains the rugged masculine look 


that men of today appreciate. It is featured in many famous 


lines. John R. Evans & Co., Camden, New Jersey. 


Cans kid 


A 


DEFINITE 


SALES 


INFLUENCE 
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News 


Bulletin 


The matters discussed on these pages 
are solely the expression of the 
National Shoe Retailers Association. 


1935 
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"An Association Serving the Best Interests of the 


National Shoe 


2nd Vice President 
F. E. BALLOU 
F. E. Ballou Co. 
Providence, R. I. 


1st Vice President 
ARTHUR E. EBBS 
Swope Shoe Company 
St. Louis, Mo. 


President 
M. A. MITTELMAN 
I. Miller Stores, Inc. 
Detroit, Mich. 





“Its YOUR Money !” 


Help Your Association Fight 
Additional Taxes 


41 

Nosopy is to blame for oppressive 
local taxes, in the long run, except the 
community itself. If it really wants lower 
taxes, it can get them. A local tax rate 
in these days is not something that is im- 
posed by any King George III from across 
the ocean. We not only are tax-payers; 
we not only pay the bills—we are also 
our own tax assessors and collectors. 

“There is not a government function in 
this country that could not be suspended 
if the people so desired. It is our money 
with which the bills are paid—IT’S YOUR 
MONEY, and all of us have the means of 
controlling its expenditure . 

“We must realize that government 
spends our money—a sizeable portion of 
it—and if we fail to give voice to our 
views, we have only ourselves to blame 
if matters go wrong. 

“Let me repeat again, for it cannot be 
said too often—it is YOUR money!” 

Barnet Hopes, 
Illinois State Tax Commission 





Wear a Good Pair Yourself 


lr every shoe manufacturer and every 
retail store owner, buyer and manager 
would just once in his life buy himself a 
pair of fine fitting, fine quality, strictly 
hand-made shoes without regard to the 
class of shoe he is producing or distribut- 
ing, this industry of ours would undoubt- 
edly profit materially from the knowledge 
that the wearers of these shoes would gain. 

There are too many in the industry who 
do not know what the comforts and the 
advantages would be if this plan was fol- 
lowed out. And to those shoe men who 
come in contact with the shoe-buying pub- 
lic—what a great thing it would be from 
a salesmanship standpoint, if, when the 
customer commented on the fine looking 
pair of shoes that the shoe man was wear- 
ing, he could say to Mr. and Mrs. John 
Consumer, “Well, since I am in the shoe 
business I naturally appreciate the best 
the industry produces ... and this pair 
of shoes cost me $40.00, $50.00 or $65.00” 
(as the case might be). 

Everybody seems to know that some 


[ConTINUED ON PAGE 31, 3RD COLUMN] 
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The New Responsibility of Members 
of the Trade 


To the Industry of Which They Are a Part 


HoweEVER opinions may differ as to the ultimate effects of the United 
States Supreme Court decision invalidating the NRA—it will be generally 
agreed that its influence upon the future development of trade associations 
in the United States will be momentous. 


The NRA itself gave a vast impetus to these groups, organized to promote 
the welfare and interests of various lines of business in the manufacturing, 
wholesale and retail fields. Many associations increased their membership 
because business men who had not been actively interested in associations 
in their industry before, felt it was to their advantage to become members of 
the group that would be largely responsible for the administration of the 
code governing their particular industry. 


The Supreme Court decision, of course, changed the picture completely. 
No longer are trade associations to cooperate actively with the government in 
formulating and executing codes of fair practice—with powers to initiate 
regulations which, when approved by the President, virtually had the sanc- 
tion and the force of law itself. The associations, which had been so powerful 
and influential in code-making days, and in the subsequent period of code 
administration, reverted to their former status of voluntary groups, with 
power to promote the interests of their respective industries through voluntary 
cooperation, but without the aid and support of the strong arm of the law. 


Under these conditions, the future of the associations becomes a question, 
not only of the greatest interest, but of supreme importance also from the 
standpoint of what their future contribution is to be to the further develop- 
ment of business and industry in the United States of America. 


Obviously the new situation imposes new responsibilities upon the asso- 
ciations—their officers and directors—their management and membership. 


If the orderly progress of business, the elimination of trade evils and trade 
abuses is not to be accomplished through codes of fair practice, with the 
government as a partner, by what means are such desirable and necessary 
objectives to be attained? Clearly the trade association is the only medium 
now existent through which any trade or industry can now function to keep 
its house in order. There is no other machinery at hand by which the mem- 
bers of a trade or industry can cooperate with one another for the mutual 
benefit of all. 


Viewed from this angle, the new situation that has come into being as a 
result of the court’s decision, constitutes a challenge to every association to 
exert itself to the utmost in preserving any gains that may have been won 
under NRA—and to extend its influence through increased membership and 
greater efficiency, so that it will be prepared at all times to act for the best 
interests of its group when dangers Eocee, when abuses arise or when con- 


ditions call for prompt, decisive action in any emergency that threatents. 
There is greater need today than ever before for strong, aggressive asso- 
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Retail Shoe Trade and the Industry in its Entirety"’ 


Page 31 





Service Center 
274 Madison Avenue, New York 
John J. Holden, Manager 


Retailers Association 


8rd Vice President 4th Vice President 
HARRY E. FONTIUS L. F. TUFFLY 
The Fontius Shoe Co. Krupp & Tuffly, Inc. 

Denver, Colorado Houston, Texas 


Secretary-Treasurer 
HERBERT J. RICH 
B. Rich’s Sons 
Washington, D. C. 





More About “Scavengers of the 
Shoe Industry” 


Your Manager attended the recent Boston Shoe Fair. Exhibiting there were 

many fine old representative New England firms who are a credit to the 
industry from every standpoint. But also in evidence were some that certainly 
did not lend anything to the advancement of the industry and that produce 
products which contribute little if anything to the well-being of the consumer. 
Merchandise referred to as shoes that in reality is nothing more or less than 
just ''a covering for the foot" is being offered today at prices that any thinking 
man cannot help but know is the result of "'serf'' labor. 


It is regrettable that in this day and age, with materials selling at such low 
prices and with machinery and experienced labor available that would permit 
giving the consumer a meritorious product of fine standard, there exists a 
group of scavengers that tends to degrade the reputation of our industry. 

"There is a standard of quality below which shoes should not be made." 





ciations, truly representative of their industry or trade group. To be truly 
representative they should have the support of the rank and file of the trade 
they represent—and not merely the passive support, but the active participa- 
tion of a strong, united membership, maintaining a keen interest at all times 
in the work of the association. 


Today, more than ever before, it is to the interest of every business man to 
belong to the association representing the industry to which he devotes his 
energies and efforts, and to which he looks for whatever success he may 
attain in life. 


It is to the interest of every retailer more than ever, to be a member of his 
retail association, local, state and national. 


Every shoe merchant needs to be a member of his trade association, for 
every shoe merchant, everywhere, needs the benefits that can come to him only 
through intelligent cooperation with his fellow merchants. 


And the National Shoe Retailers Association, as well as the various State 
and local groups, needs the interest and active participation of every shoe 
merchant, to the end that it may maintain and extend its usefulness to the 
shoe trade as a whole. 








mink coats sell at from $5,000.00 to 
$10,000.00 and even more—and that men’s 
custom clothes cost $150.00 to $225.00, but 
entirely too few know that shoes in the 
same classification command $40.00 to 
$85.00 per pair. 


Bierman Pure Shoe Bill 


E arty in June we received information 
which seemed to indicate that this bill 
would not be reported out of committee 
and therefore there was no immediate 
hurry about making further preparation to 
oppose it. 

There has appeared in one of the trade 
papers recently a statement purporting to 
come from Congressman Bierman to the 
effect that he had been promised a hear- 
ing shortly, before the Interstate Com- 
merce Committee of the House on his bill, 
which is H.R. 5735. This bill is in all 
essential particulars the same as the Sen- 


ate Bill. 


Your Legislative Committee is watching 
developments very closely, and you can 
feel assured that we will do everything in 


our power to kill this Bill in Committee. 
* * * 


This is to remind shoe manufacturers 
that, if the independent shoe retailer is 
to be eliminated from the shoe distributing 
field, that it also means the elimination ot 
the “independent” manufacturer. 


* * ok 


There is a shoe business in New York 
City which is by far the largest—its vol- 
ume being up in the millions—that does 
not run sales. Merchandise to be disposed 
of because of broken sizes, discontinuance 
of models, etc., is shipped to an outlet 
house in a far away city. 


* * * 


Hurrah sales are seldom if ever profit- 
able—and in the long run are not creative. 
All should keep in mind that they are in 
business for service to the consumer, and 
for a fair net profit. Thousands of re- 
tailers should give thought to creative mer- 
chandising and keep in mind that it does 
not take ability to sell price. There is 
quite a difference between the selling of 
price and merchandise. 
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Fit First in School Shoes 


[CONTINUED FROM PAGE 23] 


ahead. When that time comes, a re- 
minder message is sent to the parent, 
suggesting that she bring the child in 
for the free examination. 

The Free Examination Card is more 
“sales psychology.” It bears the name 
of the child, and the dates for future 
examinations. On the reverse may be 
suggestions for the care of children’s 
feet. 

To feature this service, this type of 
advertising copy may be used: 

Announcing (Store Name) New 

FREE Foot EXAMINATION SERVICE 

For CHILDREN 

From now on all children who wear 
(store name) shoes will be given free 
foot examination every three months 
by competent persons in our store and 
a complete record will be kept of the 
child’s feet and shoes. 

This regular check-up will prevent 
foot ailments, and assure all the bene- 
fits that come with the wearing of 
proper shoes correctly fitted at all 
times. 

And remember, please, there is no 
extra charge for this periodic examin- 
ation service. It’s free to all children 
who wear (store name) shoes. (Add de- 
scriptions and prices of shoes.) 


Copy for the back of the Foot Ex- 
amination Card: 

1. They should toe straight ahead 
when walking. Toeing out weakens 
ankles and arches. 

2. Select well-shaped stockings, longer 
than the foot. Avoid tight garters. 

8. Discard shoes or stockings which 
are crowding the toes. 

4. Have feet measured, weight bear- 
ing, every time new shoes are pur- 
chased. 

5. Secure shoes shaped like the nor- 
mal foot, with uppers allowing toe free- 
dom. 

6. Have shoes fitted carefully by an 
experienced shoe man. 

7. Select shoes with flexible soles. 

8. Avoid heavy shoes for small boys 
and girls. The extra weight may tire 
the leg muscles. 

9. Select broad, low heels for the 
growing child. 

10. Examine feet occasionally after 
removing shoes for spots or blisters 
caused by rubbing or pressure, and for 
toe crowding. 

11. Have feet examined by a com- 
petent person at regular intervals. 

Our salesmen are thoroughly trained 
to fit feet and give advice to customers. 





Foreign Languages 


[CONTINUED FROM PAGE 22] 


be judged for the many uses to which 
he may be adapted. 

To KNOW these “points” you must 
not only know where they are but you 
must learn the good from the bad if 
you are to talk the “language” intelli- 
gently. Constant observation and fre- 
quent discussion is the best method to 
develop the opinion of an “expert” or 
“authority.” 

Now, in “our game,” which happens 
to be shoes, the “points” on which we 
have to perfect ourselves are too many 
to enumerate and long before any one 
can hope to be recognized as an author- 
ity there is MUCH to be observed and 
discussed. 

The best advice I can suggest based 
on the many years’ experience which I 
have had is: DON’T STAY TONGUE- 
TIED. 

There is a LANGUAGE in shoes that 
runs into thousands of ideas. ASK 
questions and GIVE opinions. Not a 
day should go by without some conver- 
sation with your Buyer or Manager. 
He not only wants your opinion on 
what you already have to sell, whether 
it is good and you should have more 
(and WHY), but he also wants your 
opinion on why it is bad and why it 
should be discontinued. 

He may not agree with you. In that 
case he will tell youu WHY. An ex- 
change of honest and well thought out 
ideas is the BEST method YOU have 


of convincing the man higher up of 
your interest in your work. 

Speak his language. “Buzz” him 
every day. If it isn’t about the width 
of the strap, it’s about the buckle. If 
it isn’t the height of the heel, it’s about 
the length of the vamp. 

Do you need it in blue—why? 

Have you too many biege—why? 

Why not this pattern in white or 
green? 

Have you heard a complaint about 
deliveries? Does a shoe in the window 
need changing? What’s a good name 
for an outstanding shoe? Are you 
missing sales on some particular type? 

Don’t stay tongue-tied. Talk “shop,” 
it’s a language you understand and 
one that you and your manager can 
improve your vocabulary on—as well 
as your positions. 


READ—HEED—REMEMBER! 


John J. Feeley 


BrockTon, Mass. —John J. Feeley, 
advertising manager and executive of 
the M. A. Packard Company, Brockton, 
Mass., died at his home in Brockton, 
June 30. An illness of merely three 
months came to a climax in an attack 
of pneumonia. Practically the entire 
business life of Mr. Feeley was with 
the M. A. Packard Company. He start- 
ed as an order clerk, moving up the 
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Johnsons Lead in 
Flood Relief 


NEw YorkK—How George F. John- 
son, chairman of the board of the 
Endicott-Johnson Corporation, with his 
son, George W. Johnson, president of 
the corporation, and his _ nephew, 
Charles F. Johnson, general manager, 
took charge of relief work in the First 
Ward of Binghamton, N. Y., when 
disastrous floods swept through that 
section of New York state early last 
week, was told in a graphic story 
from the scene of disaster published in 
Sunday’s New York Times. 





GEORGE F. JOHNSON 


Chairman of the Board, Endicott 
Johnson Corporation, who led the 
flood relief work and contributed gen- 
erously to aid Binghamton sufferers. 


George F. Johnson, according to the 
Times story, “donned rubber boots and 
literally waded into the thick of 
things.” 

“The Johnsons assembled trucks and 
rushed food, clothing, rubber boots, 
pumps, disinfectants and other needed 
articles while the red tape hampering 
the movements of other agencies was 
slowly unwinding. 

“The Johnsons carried cash and their 
checkbooks. Lists of donations pub- 
lished here show that they gave $50,000 
to the general relief fund, but no record 
appears of what they have distributed 
directly to sufferers. It will be at least 
three or four times $50,000. 

“The First Ward, hardest hit of any 
section of the city and populated most- 
ly by shoe workers, is gradually emerg- 
ing from the wreckage which reached 
the second floors of more than half a 
hundred homes.” 





ladder to a highly responsible position. 
He was loved and respected by all. He 
is survived by a mother, sister and 
brother, all of Brockton. 
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Practical Training 
for 


Shoe Salesmen 


By 
ERLE L. CONNOR 


Connor's Brownbilt Shoe Store, Waco, Texas 


| want men who will outgrow me. 

Retail shoe salesmen who will soon be too big for 
our store and our city. 

The sooner they reach that stature, the sooner will 
our business and grow and improve. 

There is a selfish and personal reason for desiring 
these assistants to develop. While they are outgrowing 
this store in their preparations either to start their own 
stores or to go to a better shoe job, they are just think- 
ing up so many new ideas and asking so many pertinent 
questions about the retailing of shoes that they keep 
us out of a rut. 

This business of developing the personality of the 
men in a store is as vital as the merchandise itself. As 
much time is spent in selecting the force of this com- 
paratively little store as is in the selecting of styles. 
After all, the purchasing of styles and sizes can almost 
be reduced to a mathematical certainty, while the buy- 
ing of brain power is a far more exciting, adventurous 
and important part of retail shoe store operation. 

In our particular case, we always have a Baylor 
student who is working his way through college. Being 
trained thinkers, these young men are vitally interested 
in trying our new ideas and methods. They ask many 
leading questions which show they are thinking about 
the business and are not simply holding down the job. 
Three of these student employees of ours have started 
in the retail shoe business for themselves since their 
post graduate course here. 

There is a lot of fun in training men. What is most 
important is to have a man “act natural” and not 
merely develop a retentive memory, while selling or 
thinking in a stereotyped fashion. An easy, natural 
man on the fitting stool can give a customer a direct 
and correct “Yes” or “No” answer. He does not talk 
very much in selling his merchandise but what he does 
say is so sensible and obvious that the customer will 
listen. 

Personnel problems are serious ones in all shoe 
stores, whether one or a hundred men are employed. In 
a small family shoe store like ours, the job of producing 
finished salesmen from raw material is an interesting 
problems, one in which the entire range of human emo- 
tions is brought to play in some way or another. 

The first problem to consider in the handling of the 
[TURN TO PAGE 36, PLEASE] 
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Extra Profits 


with these 


VACATION 
FAVORITES 





Kirkendall’s Service Boots 
For All Outdoor Activities 


HESE attractive boots, built for long service 

and hard wear, are exceptionally big sellers 
during vacation time. Just the thing for hiking, 
mountain climbing, hunting, fishing and other 
sports. Many features; good looking, light in 
weight, thoroughly comfortable, no trouble- 
some laces, slip on and off easily— snake bite 
proof. In great demand everywhere. Everyone 
who works or plays outdoors is a prospect. Get 
your share of this profitable business now. Get 
Kirkendall’s Service Boots in stock right away. 


4 POPULAR NUMBERS _ , 
607. 


Brown extra heavy retan. In same 
quality as 609. 

608. 

A lighter weight boot, moderately 
priced, 

609. 

The extra quality boot. In extra 
quality heavy black Krom. 

658. 


The popular boy’s boot. A great 
favorite with Boy Scouts. Black, 
light weight Walton. 
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Last designed for 
use With e/fher 


type of insole 


Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 





Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 


modern factories in 








STEWART & POTTER CO, 
BROOKLYN, N. Y. 


eight important terri- 
tories. Its facilities for 
style and service are 
constantly available 
to the shoe manufac- 
turing industry. 


as \ 
\Y\ Uy 
UNITED LAST CO. XQ) YP KRENTLER BROS. CO. 
BROCKTON, MASS. 26 ST. LOUIS, MO. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 





UNITED LAST CO., LTO. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N.Y. 
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MEN'S ARTIC 

FIRESTONE FOOTWEAR Co. 
MADE WITH 

BARBOURDINE 


well as appearance. 


and 





SHOWERS 
FOR BETT 
OVERSHOES 


BARBOURDINE is the heavier selection 
for men’s artics and SHOWERSHEEN the 
lighter and finer knit for the slenderizing foot- 
flattering gaiters for women. 

Both are knit fabrics of distinct quality with 
pure silk and wool face yielding complete 
satisfaction from the standpoint of service as 


FEATURED in the FIRESTONE FOOTWEAR 
LINE for two seasons and available from 
other standard producers at YOUR request. 


Specify ‘“‘Barbourdine’”’ 


““Showersheen’’ 


MANUFACTURED BY 


BARBOUR MILLS gw 


\ FABRIC DIVISION OF BARBOUR WELTING COMPANY 46 
mh PRODUCERS OF THE FAMOUS BARBOUR STORMWELT 4i@ 


BROCKTON, MASS. 















Two high-grade 
knit fabrics devel- 
oped exclusively 
for fine Artics and 
Gaiters. 
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WOMEN'S ge GAITER 
FIRESTONE FOOTWEAR CO 
SHOWERSHEEN 
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Practical Training for 
Shoe Salesmen 
[CONTINUED FROM PAGE 33] 


personnel question is obviously that of selecting the 
material with which to work. We have found, and I 
am sure that every other merchant in the South who has 
been faced with this question of employment of sales- 
men has also found, that the customer feels more at 
home when being waited on by their own type, by a 
“native” in other words. This is no passive matter, as 
we have used men who did not have that Southern 
drawl, as it is called, and the other characteristics of 
this type. Frankly, the customer did not feel at home. 
Having a man from these parts furthers the impression 
that we are a locally owned family shoe store, which 
we are. This is not only true of this part of the country 
but I am sure, of every other part. So, the first matter 
to be considered is that of “nativity.” 

The next most important question is that of ex- 
perience. We found here in the beginning that it was 
difficult indeed to hire experienced salesmen who would 
fit into a family shoe store. Several top notch salesmen 
were tried, men who were regarded as the best to be 
found, but just wouldn’t fit into our picture. This 
was due to their having been trained from the begin- 
ning to specialize; they had had their experience in 
exclusive stores and were good in one department only. 

[To be continued] 
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Hofheimer's of Norfolk and Portsmouth, Va., salute their 
fiftieth anniversary and make it an event of public interest. 
Clever contrast comes between the horse car in 1885 and 
the streamline automobile of 1935. 
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NATIONAL NEWS 





Middle Atlantic Picks February 


Convention to Be Held in Philadelphia, Nine Weeks Before Easter, 
on Recommendation of Retailers and Exhibitors 


PHILADELPHIA—The twenty - second 
annual business meeting and sales con- 
ference of the Middle Atlantic Shoe 
Retailers Association will be held in 
Philadelphia February 10, 11 and 12, 
1936, nine weeks before Easter. 

The association’s president, Isaac 
Smashey, at a recent directors’ meet- 
ing, in discussing the 1936 Convention, 
said he felt that the manufacturers, 
wholesalers and retailers, who are reg- 
ular attendants, should have a voice 
in the selection of a convention city and 
dates, and especially so this year. 

Following President Smashey’s talk, 
the Board of Directors unanimously 
agreed to submit to M.A.S.R.A. friends, 
the manufacturers, wholesalers and re- 
tailers, the selection of convention city 
and dates. More than 500 question- 
naires were mailed, of which 46 per 
cent were returned. The result, by a 
very large majority gave the second 
week of February. For convention city 
Philadelphia received 75 per cent of 
the vote. 

The Display Committee will an- 
nounce headquarters hotel as soon as 
final selection is made. It has for con- 
sideration propositions from three of 
Philadelphia’s leading hotels. 

Gordon Evans, chairman of the Dis- 
play Committee, said this coming show 
will be the largest and most gala event 
the M.A.S.R.A. has ever had. In sup- 
port of the committee’s optimistic 
views, arrangements are being made 
with hotels for the accommodation of 
200 exhibits and 2000 retailers. 

The retailers who have accepted the 
responsibility for the success of the 
M.A.S.R.A. 22nd annual business meet- 
ing and sales conference and will be 
actively identified in the promotion of 
the event, through Committee appoint- 
ments, are: I. C. Smashey, Bridgeton 
and Salem, N. J.; Gordon Evans, 
Scranton, Pa.; C. Fred Bikle, Hagers- 
town, Md.; A. N. Foster, Uniontown, 


Pa.; B. W. Shaub, Lancaster, Pa.; 
Roy Walter, Wilkes-Barre, Pa.; George 
M. Garman, Philadelphia, Pa.; Edward 
Reineberg, York, Pa.; Milton M. Bend- 
heim, Wilmington, Del.; Albert J. 
Schmidt, Pittsburgh, Pa.; George W. 
Ludebuehl,- Pittsburgh, Pa.; David S. 
Josephson, Trenton, N. J.; Charles 
Kahn, Williamsport, Pa.; George N. 
Geuting, Philadelphia, Pa.; J. E. Babb, 
Suffolk, Va.; Warner Pierce, Washing- 
ton, D. C.; Charles A. Nagel, Norfolk, 
Va. 





MAY PRODUCTION DECLINES 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
PAIRS MAY , 1086 
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Washington, D. C.—Shoe production for 


“the month of May decreased 11.2 per cent 


from the April figure and 11.8 per cent from 
May, 1934, according to figures released by 
the Bureau of the Census. Total production 
of reporting factories for the month amounted 
to 30,029,890 pairs, including boots, shoes and 
slippers. Production for the period from 
January to May, inclusive, shows a decrease 
of 2.5 per cent as compared with last year. 





New York State Convention 
Dates Changed 


SyRACUSE, N. Y.—Conforming with 
a request of the officers of the Na- 
tional Shoe Retailers Association, the 
New York State Shoe Retailers Asso- 
ciation has changed the dates for its 
seventeenth annual convention, to be 
held in Syracuse, from September 8, 
9 and 10 to September 22, 23 and 24. 
The dates decided upon last September 
at Buffalo were the same as those 
later selected by the Tanners Council 
and the N.S.R.A. for the semi-annual 
Leather Show and Style Conference 
at New York. The Executive Council 
of the New York State association met 
last week and decided to change the 
convention time, as many members de- 
sire to visit the Style Conference. 

Chairman E. N. Park, of the Con- 
vention Committee, reports a large ad- 
vance registration of retailers and 
salesmen. The convention program will 
be built around the subject of “Profits.” 
All of the 22nd and all of Monday after- 
noon and Tuesday morning will be 
given to the inspection of samples. The 
Board meeting will be held Sunday 
night, also the dinner complimentary 
to President Charles E. Knox, of Ba- 
tavia. On Monday morning there will 
be a breakfast-meeting, the annual ban- 
quet Monday evening and a luncheon- 
meeting Tuesday. The election of First 
Vice-President T. Arthur Cohen, of 
Albany, to succeed President Knox, is 
forecasted. The sessions will be held 
at Hotel Onondaga. 





Bullock's Improve Shop 


Los ANGELES, CALIF.—Bullock’s foot- 
wear shop, an adjunct of Bullock’s 
Men’s Store, has been improved with a 
new entrance. Practically the entire 
dividing line consisting of a semi- parti- 
tion has been removed. This opens the 
footwear department more directly into 
the rest of the store and gives a better 
view of the interior. S. F. Smythe, 


manager, finds the new lay-out a better 
arrangement for building up casual 
sales. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
ey infants’ Soft Soles.. 0-3 


intermediates ...... 1-5 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog. 


MRS. DAY'S IDEAL BABY 
Locust St. 




















Men's Shoes 

















Tanners Change Meeting Dates 


NEw YorK—The Executive Commit- 
tee of the Tanners’ Council announces 
a change in the annual meeting dates 
from October 17-18 to October 24-25, 
one week later. The Palmer House at 
Chicago has been selected for the head- 
quarters of the convention. 

According to data compiled by the 
Tanners’ Council, total employment in 
the tanning industry during May was 
maintained at a level above the 1929 
average. Employment in May was 
102.3 per cent of the 1929 average, con- 
tinuing the record of the earlier months 
of 1935, during all of which employ- 
ment was greater than in 1929. The 
average hourly wages for the entire 
industry was $.557 in May, which 
marks a slight decline from the April 
average of $.568. Average hours worked 
in May also showed a fractional de- 
cline to 37.3 hours from the April 
average of 37.6 hours. 

The following resolutions were 
adopted by the General Planning Com- 
mittee at a meeting held in New York, 
Thursday, June 27, 1935: 

“In accordance with the action of 
the various divisions of the leather in- 
dustry, it is 

“Resolved, that the previous adopted 
resolution of June 5, be modified to 
read as follows: 

“Whereas the leather industry has 
benefited by its cooperation during the 
past two years and an overwhelming 
majority of its members have, today, 
through their accredited representa- 
tives, signified their intention to con- 
tinue the benefits of such cooperation, 





even though recognizing «certain de- 
fects in the Leather Code, 

“Be it resolved that this industry 
continue to operate under all the pro- 
visions of the former Leather Code, in- 
sofar as same may not be in restraint 
of trade or otherwise illegal under the 
Anti-Trust law, and to administer and 
alter such provisions through the ex- 
isting machinery of the General and 
Divisional Planning Committees.” 





Wizard !ssues Newspaper 


St. Lours—The Wizard Company, St. 
Louis, has just mailed to the trade an- 
other edition of their Gold Mine—a 
newsy little newspaper alive with sell- 
ing helps and hints for retail sales- 
men. Editor-in-chief John Reinhart, 
Jr., boasts of a circulation now in ex- 
cess of 10,000 and he says it’s still 
climbing. 

The latest edition carries a repro- 
duction of the already famous photo- 
graph of Miss Trimfoot. This picture, 
a masterpiece of photography, portrays 
the beauty, natural ease and graceful 
stride enjoyed by the wearers of Trim- 
foot. A $25.00 cash prize contest is 
announced in connection with the pic- 
ture. 

Of course, the Wizard Company is 
using the Gold Mine to promote its 
products. Its contents and make-up 
command sufficient interest to make it 
a splendid vehicle. 


What's New 


New Wooden Soled Shoes 


PORTLAND, ORE.—Something new in 
the way of wooden soled clogs has 
been worked out by Oscar Auestad, 




















616 N.W. 22nd St., Portland, Ore. It 
is the old wooden soled shoe with new 
and modern leather upper patterns 
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The ease of breaking in, 
the greater comfort, the 
longer life of shoes made 
with Van Tan innersoles 


will be appreciated by your 









customers. 





or write us for the facts. 
Ask your manufacturer, 







VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 















that fit. Local stores which would 
never use the old style clogs find a 
ready sale for these to people for gar- 
den wear, as well as to men and women 
who work in creameries, markets or 
behind soda fountains. 

Wearers say they can rock gently 
back and forth because of the curve 
of the sole, and that since the sole 
is rigid there is no cramping of the 
toes. There are no seams, as the leather 
is tacked on the soles by a row of tiny 
brass nails. 


New Shoe Fitting Device 


PATERSON, N. J.—The Metz Device 
Company of Paterson, N. J., have per- 
fected and patented a new shoe fitting 
device called the Metz Heel Conformer. 
This device, made of aluminum, is made 
in two models. The smaller is for use 
in the smaller shoe stores and the 
larger for use in factories, shoe depart- 
ments and orthopedic departments. 
This device is made to shrink the 
leather of the shoes, to insure a more 
perfect fitting, by the application of 
heat. The larger model has a perfected 
control which regulates the heat of 
the device to the type of leather. 








Manager Transferred 


CINCINNATI, OHI0O—Owen A. Kear- 
ney, district manager of the Milwau- 
kee branch, United Shoe Machinery 
Corporation, has been transferred to 
Cincinnati as district manager. 
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Hanan Opens New Store for Men 





The attractive opening window of the new Hanan store with its original featuring of kidskins 


New York—Hanan was hailed by 
Broadway on July 8, as a new store 
offering men’s shoes, exclusively, when 
it opened its doors at 1375. Throngs 
were stopped by the ingenious tie-up 
display of men’s kid shoes with a life- 
like, gentle-looking animal straight 
from Palestine, flanked by blow-up 
photographs in sepia of native scenes. 

Retailers by the score came in to 
study the modern features of this store 
that has, within it, every detail of con- 


for men. 


venience and utility to meet present 
merchandising needs. John Laycock, 
vice-president and general manager of 
Hanan, forecasts success for the new 
location when he revealed that one im- 
petuous business man was fitted with 
his favorite Hanan model three days 
before the store opened, to the tune of 
carpenters’ hammers and saws. 

‘Also present at the opening were 
Hanan officials, including Herbert 
Hanan, Jr., president, and A. H. Bal- 
lantyne, vice-president. 





Leases Larger Space 


Kansas City, Mo.—M. C. Amluxen 
has leased the store room at 1108 Grand 
Avenue where he has 3000 sq. ft. of 
floor space and will operate a new Dr. 
Locke shoe store. 

Mr. Amluxen entered the shoe field 
here with the Stetson shoe shop. In 
March, 1933, he established a special 
order shop on the third floor of the 
building at 1110 Grand Avenue. In 
less than a year the space was doubled 
to take care of business. Mr. Amluxen 
obtained the Dr. Locke agency last 
January and business prospered so that 
the present expansion was necessary. 

The color scheme of the shop is black 
and silver. A large black rug covers 
the floor. Fixtures in the display win- 
dow are of polished steel in modern- 
istic design. The window floor is black 
glass and black Venetian blinds are 
used instead of front drapes. Mr. 
Amluxen says that he is planning the 
most completely equipped corrective 
shoe shop in the city. One set rule 
is that he will hold no sales at any 
time. Within a short time he will in- 
stall a shoe repair department and a 





hosiery department. A chiropodist will 
be in the shop to serve customers. 

W. L. Curry, formerly of the Dr. 
Locke shoe department of Marshall 
Field, Chicago, will be assistant man- 
ager of the Amluxen shop. 





New Shoe Department Planned 


SAN FRANCISCO, CALIF.—A new shoe 
department is to be opened on the sec- 
ond floor in The Emporium, about Sep- 
tember first, which will be called “The 
Ramona Shoe Shop.” Women’s novelty 
shoes retailing at $3.95, $4.95 and 
$6.75 will be featured. Possibly an 
arch type line will also be added, F. F. 
Ross, shoe merchandiser, states. 

Plans for’a complete remodeling of 
the entire first floor of The Emporium 
are being drawn. It is expected that 
the work will be started in September 
and will be completed along in 1936. 
The main floor shoe department is, 
of course, included in the plan. When 
cdmpleted, this will undoubtedly be one 
of the most practical and outstanding 
shoe departments in the country, as 
numerous brand new merchandising 
ideas will be put in effect. 
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for Boys 
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THE WAY 
THIS FALL 


with 
National 
Advertising 


in 
DOMINANT 
MAGAZINES 


Link your children’s business to 
a line that is second to none. 


Write or wire 


en ed en a) 


Division of International Shoe Co 


ST. LOUIS 
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Women's Shoes 





KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Ne. 202 Black 
Kid $2.00 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
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Shoe Shrinker 
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[IER OSs. a RRARONE 
The Original 
SHOE SHRINKER 
The Shoe Doctor 


Pat. No. 1990142 
with 


Prepared Fluid 


Shrinks Leather or Fabric 
Shoes Perfectly. Makes 
Sales. Stops Refunds. 
Makes a Perfect Fit to 
Shoes That Slip at the 
Heels or Gap at Sides. 
Simple and Easy to Oper- 












$15.00 
Guaranteed One Year ate. 
Write for More Information. 
E. C. SMELTZER CO. 

121 E. Gist St., Indianapolis, Ind. 





Jerry Lehmann in Europe 


New York—Jerry Lehmann, of the 
firm of Jerry & Herbert Lehmann, Inc., 
sailed on July 10, on the Norman- 
die, for an extensive trip to European 
fashion centers. 

In addition to attending the Cou- 
turier Openings, in Paris, Mr. Leh- 
mann is going to the various resorts 
in the South of France and Italy, with 
a view toward creating a new Palm 
Beach line. 


Walk-Over Stores Hold Picnic 


Fort WortH, Tex.— Employees of 
Waik-Over Shoe Stores from points in 
Texas were entertained with a picnic 
by the Fort Worth Walk-Over staff, 
Sunday, July 7, at the Municipal Park 
in Arlington, near Fort Worth. Bar- 
becue was the chief fare. Mrs. M. A. 
Daniels, wife of the district manager 
here, had charge of preparing the food. 

Out-of-town guests included Doc 
Evans of Wichita Falls, Clyde Mays of 
Dallas, Buck Shelton of Corsicana, and 
Dan Boone of Waco. 

A feature of the entertainment was a 
baseball game between the Walk-Over 
group and the staff of the Fort Worth 
Press, a local newspaper, who were 
there for their annual golf tournament. 
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Old Shoe Contest 


SEATTLE, WASH.—Science of cards is 
said to be in what the expert player 
discards from his hand. And by the 
same token, the science of shoe mer- 
chandising in its larger, more compre- 
hensive aspects, lies in effectually hav- 
ing the prospective customers discard 
all their somewhat worn footgear in 
order to be quickly in the market for 
stylish new ones. 

This has been outstandingly accom- 
plished in Seattle, through the alert- 
ness of the GallenKamp shoe stores of 
that city. E. M. Stubbs and R. L. 
Daniels, managers of the two Kallen- 
Kamp shoe stores of the Puget Sound 
city, opened only a short time ago, 
have come close to sweeping the city 
clean of old shoes, many probably still 
being worn, to make good customers 
perhaps for many other shoe mer- 
chants as well as patrons for their own 
stores. 

Twenty thousand pairs of old shoes 
were brought to the GallenKamp 
stores of the city. These shoes, re- 
tired from active service, were forced 
into the discard through the efforts 
of youngsters in their parents’ homes, 
anxious to win prizes from the stores. 

The 20,000 pairs of shoes brought by 
enthusiastic youngsters, boys and girls, 
to Mr. Stubbs and Mr. Daniels, as 
GallenKamp store managers, were re- 
paired by the stores, and turned over 
to the Salvation Army for distribution 
to the poor and needy, offering them 
new foot comfort and relief. 

Moreover, the civic value of the con- 
test was widened so that the ladies of 
the P T A of Seattle acted as judges 
in awarding the shoe stores’ prizes to 
the youngsters. Through the assistance 
of these popular ladies, George Peng- 
lase of 3046 47 avenue, won the first 
prize, a fine boy’s bicycle, at one of 
the shoe stores, while Richard Burnett 
of 2336 31 avenue, won the bicycle 
offered as first prize by the other store, 
for turning in the greatest number 
of shoes. 

There were fifty other prizes, rang- 
ing from baseball equipment, to para- 
sols for the girls, in the large contest 
that resulted in the turning in of 20,- 
000 shoes at the two stores. And the 
merchandising result is bound to be 
the sale of many thousand pair of 
new shoes to replace those discarded, 
some probably before their time, in 
order to permit Bill or Charlie to win 
the coveted award. 





Shoe Travelers 
Announce Meeting 


Des MOINES, IowaA—The Hotel Fort 
Des Moines, headquarters of the Iowa 
National Shoe Travelers’ Association, 
has been taken over by the Tagney- 
McGinn Hotel Corporation, with Garry 
Riggs as manager. The Iowa National 
Shoe Travelers Association will main- 
tain its headquarters at the hotel as 
heretofore and will hold its first meet- 
ing September 7, at 1 o’clock luncheon. 


Month End Sales Show Results 


SAN FRancisco, CALIF. — A new 
policy regarding sales, inaugurated by 
the White House department store 
early this Spring, has worked out very 
well in the shoe department, according 
to buyer E. S. Horrocks. This plan 
calls for the holding of sales once a 
month, “Month End Sales,” which last 
from two to three days, according to 
the day of the week on which the last 
of the month falls. Only short lines, 
or such shoes as the department wishes 
to dispose of, are offered. These clean- 
ups are not necessarily shoes six 
months old, but the ones which good 
merchandising practices deem best 
should be moved. No shoes are ever 
bought in for these events. 





Foot Health Stores Expand 


SAN FRANCISCO, CALIF.—A continua- 
tion of the expansion policy of the 
Foot Health Headquarters is seen in 
the announcement of the signing of a 
lease for a second local store at 128 
Post St. This room adjoins the White 
House department store and is in the 
path of the financial district. The in- 
terior of the new Post Street store is 
to be very modern in every particular, 
as all the new ideas in fitting out a 
store of this character will be brought 
into play. G. B. Darroch is to be store 
manager under the direct supervision 
of O. A. Wilson. Mr. Darroch has been 
with the organization for several years. 

Work has been started on the mod- 
ernization of the windows of the Foot 
Health Headquarters, Stockton Street 
store. This will be completed by the 
time the new Post Street store is 
opened. During the past year Foot 
Health Headquarters have been opened 
in three nearby cities, Sacramento, 
Oakland and Fresno. 





New Store Managers 


San PeEpro, CaLir.—Several shoe 
stores here have new managers this 
Summer. 

Harry Sherman, well-known ortho- 
pedic shoe fitter, for many years con- 
nected with the basement shoe depart- 
ment at Bullock’s department store in 
Los Angeles, is the new manager of 
Kirby’s Shoe Store at 321 West 6th 
Street. 

Homer Lonon, formerly connected 
with the factory owned Brown-Bilt, 
store at Martinez, California, has been 
appointed manager of Roy Cain’s 
Brown-Bilt store here. Mr. Cain is 
taking time off for outdoor recreation. 

G. C. Woodlan is the new manager 
of Burk’s, Inc., women’s and misses’ 
shoe store at 441 West 6th Street, com- 
ing here from the Western Shoe Mar- 
ket at Long Beach. 

W. B. Purcell, formerly with the 
Western Shoe Market at Long Beach, 
is the new manager of the shoe depart- 
ment at Sam Levy’s department store 
at Torrance, eight miles north of San 
Pedro. 
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Clip Holders 
for Price Tickets 


any angle. 


the floor. 





The Polly Shoe Holder is 
perfect for displaying the 
soles of golf, arch, branded 
and fibre-soled shoes. Will 


not fall over. 


One Dozen @ $3.00 
Half Dozen @ $1.65 








Merchandising Aids 


These items will help you to effect a 
professional window trim. 


This adjustable clip tilts at 
It may be placed 
anywhere on the shoe, or on 
It is non-rustable. 


One Gross 


Half Gross 





(Check with order, please, unless C.O.D. preferred) 
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Merchants Service Department ; 
209 South State Street, Chicago, Ilinois 


@ $4.00 
@ $2.25 





Shoe Holder 


$ 








FRANKFORT 





HESTER 


No. 217— Black Kid, Grey Fancy Stitch. 
No. 317 — Brown Kid, Beige Fancy Stitch. 
800 Last, 16/8 Continental covered heel. A 
feature shoe that puts style on a low mark- 
down basis. 
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TIRELESS TREAD FEATURES 






In Stock 


4 RETAILERS..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


KENTUCKY 





Favors Licensed Shoe Fitters 


OmaHA, Nes.—Licensed shoe men 
are the need of the shoe fitting profes- 
sion, according to S. Teper, manager 
of the shoe store of Goldstein-Chapman 
Company. 

“Every shoe fitter should be required 
to have a license,” declares Mr. Teper. 
“This license would show that the man 
knew what he was doing. Before is- 
suing these licenses each fitter would 
be required to take a six months’ 
course and learn all that there was to 
know about feet. He would learn about 
the various types of feet, what was the 
best kind of shoe to place on those 
types and just exactly all the condi- 
tions that he might encounter in the 
fitting of shoes.” 

“We shoe men,” says Mr. Teper, 
“should get together in our associ- 
ations and demand that we all co- 
operate to get our business back on a 
higher level. We should make the pub- 
lic help us by demanding more compe- 
tent shoe fitters. We should make the 
public feel that their feet are just as 
important as their teeth or their com- 
plexion. They are a vital part of 
health, and if your shoes do not fit 
you feel uncomfortable all over. 

“If we demanded that every shoe 
fitter have a six months’ training 
course, we would find that our com- 
plaints would fall off and our sales 
would go up. We would have satisfied 
customers, and the average customer 
would not be skeptical when the shoe 


man tells her that her shoe is fitted 
correctly. 

“We should place the business of fit- 
ting shoes on the same high level that 
the pharmacists have placed their pro- 
fession. Our business is one that deals 
with health and not just beauty. We 
make or hinder the physical comfort 
of the nation.” 





Lane Bryant Installs 
Cool Air System 


PHILADELPHIA, Pa.—The Lane 
Bryant store here has installed a com- 
plete air conditioning system through- 
out their entire building, which includes 
the upstairs and downstairs shoe de- 
partments. 

Richard Weglein, sheriff of Phila- 
delphia, cut the ribbon and snapped the 
switch which sent the cool air circulat- 
ing through the building for the first 
time. Hundreds of patrons of the store 
and friends attended the ceremony, 
which marked the opening of the first 
completely air-conditioned store on 
Chestnut Street. 

-Walter S. Chevalier, manager of the 
store, says that since the store has been 
air conditioned, the sales have increased 
40 per cent. Pointing to a pack of 
letters, Mr. Chevalier said: “These 
patrons have taken the trouble to write 
in and tell us how they liked the cool, 
comfortable store and many others have 
commented on the coolness to our sales 
force.” 


Bertha H. Dalsheimer 


BALTIMORE, Mp.—Mrs. Bertha H. 
Dalsheimer, wife of Simon Dalsheimer, 
of the shoe firm of S. Dalsheimer & 
Son, 213 N. Liberty Street, died fol- 
lowing a brief illness. Funeral was 
conducted from her late residence in 
the Esplanade Apartments and burial 
was in Baltimore Hebrew Cemetery. 

The Dalsheimer shoe shop has oc- 
cupied a prominent position in the ex- 
clusive retail shoe field of the city. For 
many years it was operated on Lex- 
ington Street, near Howard, but in re- 
cent years has been located at the 
Liberty Street address. 


Elmer Glock 


VINTON, lowaA—Elmer Glock, a pion- 
eer in the shoe trade in Iowa, died re- 
cently at his home here. Mr. Glock 
was one of the oldest shoe merchants 
in Iowa and had been operating a shoe 
store, up to the time of his death, for 
the past 53 years. 





Harry Reeder with Auerbach 


Satt LaKE City, UTAH — Harry 
Reeder, formerly with the May Com- 
pany, Denver, Colo., is now operating 
the Scholl Shoe Section for the Auer- 
bach Shoe Department on Broadway at 
State Street. L. D. Carsay, previously 
with Eastern Outfitters, Los Angeles, 
is now with the Auerbach store. 














Riding Boots 
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RIDING 
BOOTS 


IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots 











J. M. CONNELL 
SHOE CO. 


SO. BRAINTREE 
MASS. 





JUSTIN BOOTS 


A comrttre | UNE oF Rat A IN 


Riding, C Cowboy ‘ond £ tee Boots 
for Catalog X 
H. J. 1 JUSTIN a SONS ONS, Inc. 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 


For Immediate Delivery 













Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 














Huntington Park to 
Have New Store 


HUNTINGTON ParRK, CALIF.—A] Mur- 
ray of San Pedro, is putting in a mod- 
ern family shoe store at 6441 Pacific 
Avenue. The store will have a front- 
age of 15 feet and a depth of 90 feet. 
The windows will be set in black vitro- 
lite and the floors will be terrazzo. 

New chromium plated metal frame 
furniture will be used while the in- 
terior on the whole will be done in the 
lighter shades with beige and cream 
predominating in upholstering, car- 
pets, walls and ceiling. Mr. Murray 
will have his opening in time for the 
showing of the Fall merchandise. 


“All right,” I said, hiding my regret 
as much as I could. “I’ll try and make 
it out by myself. But it look a little 
confusing.” 

“No, it isn’t,” he said, taking the 
book out of my hand. “No confusion 
at all. Look! The first section is sales. 
Each page has three full years’ experi- 
ence, month by month, with the present 
year as far as we’ve gone. Each page 
shows only one classification or depart- 
ment or branch as the case may be. It 
has the dollar volume for each month, 
with the sales ratio beside it. Succeed- 
ing year’s figures are given, month by 
month, in parallel columns.” 

“Do you mean that you fix up one of 
these pages for each class of merchan- 
dise, like MEN’S SHOES, CHIL- 
DREN’S SHOES, BAGS, HOSIERY, 
FINDINGS, WOMEN’S SHOES, and 
so on?” 

“That’s it,” he said. 

“And a separate sheet for each de- 
partment or branch store where these 
sales are made?” 

“That’s the idea.” 

“And the percentage is the ratio of 
that particular department to the en- 
tire sales volume of that particular 
commodity ?” 

He was pleased at the way I 
grasped it. 

“T can find the sales volume and the 
ratios of every department of the busi- 
ness by just reaching in my pocket at 
any time.” He lowered his voice. “I 
have a lousy memory and I use this 
book instead of brains.” 

I smiled. “And then,” I added, “your 
idea is that your inventories should 
have nearly the same ratios to the en- 
tire stocks on hand that the sales 
ratios have to the total sales. Is that 
right?” 

He nodded, beaming. 

“So you fixed up the middle section 
of the book to show what the inven- 
tories and their ratios are in the vari- 
ous departments and branches and by 
comparison you can tell whether 
they’re over-stocked.” 

He slapped me on the back. 

I was so highly pleased at the way 
I had picked the thing up that I con- 
tinued my explanation to him glibly. 
“And in the third section you listed 
all the expense classifications, together 
with their respective ratios to the total 
expense. Your idea is that if your 
sales of men’s shoes are 11 per cent 
of all your business, men’s shoes are 
entitled to 11 per cent of your adver- 
tising costs.” 

He shook me by the hand as I con- 
tinued, “And likewise, 11 per cent of 
all of your merchandise on hand should 
consist of men’s shoes.” 

“That’s right,” he said. He spoke 
slowly and distinctly, the way you 
would drill an algebraic equation into 
a schoolboy. “The inventory ratios 
control the expenses. The sales ratios 
control the inventories. The expense 





BOOT AND SHOE RECORDER, July 20, 


The Three-Eyed Bunghole 


[CONTINUED FROM PAGE 17] 





1935 


ratios promote the sales. The sales 
ratios indicate the inventory needs. 
Each section of the book corrects the 
bad tendencies in other sections and 
we have a round robin of helpful facts 
to lead us to net profits.” 

I flipped the leaves over admiringly. 
“There’s a lot of work making this 
thing up, isn’t there? It looks like a 
miniature general ledger to me.” 

He waved the thought aside. “A girl 
can post the figures in one morning 
each month,” he said. “And what good 
is a general ledger in your safe? The 
place you really need the figures is in 
your head, and my head won’t keep 
them straight.” 

I had to agree with him, but at the 
same time another question struck me. 
“How about the little fellow?” I asked. 
“This system is built for a large 
volume of business.” 

He looked at me surprised. “The 
little fellow of today is the big fellow 
of tomorrow. The smaller the busi- 
ness, the greater the need for operating 
so as to get the greatest result out of 
a limited capital. This method is elas- 
tic enough to fit a volume of ten thou- 
sand to ten million.” 

I was imagining the magic tests I 
could make with ratios in the little 
book when it dawned on me we had 
left his office and were walking down 
the aisle. A final thought struck me. I 
stopped him with my hand on his arm. 

“But how about this?” I objected. 
“Your three way ratio system shows 
how to distribute the known expenses 
to where the services will do the most 
good. It shows your sales expectan- 
cies by classification of merchandise in 
each location and how to increase them 
in volume. It shows how your total 
inventory ought to be divided and what 
your buying needs are. But how about 
this? Is your total inventory too low 
or too high? Are your total expenses 
too high? Is your grand total of sales 
all that it should be?” 

He looked at me curiously. “Listen, 
young fellow,” he said, smiling, “I 
showed you how to look through the 
Three-Eyed Bunghole. Take a good 
look and see what you can see. The 
answers to those last questions are 
found by looking through another 
set of peep-holes on the other side of 
the barrel. Come around next month 
and we’ll try it.” 

We marched toward the elevator. 
“Right now,” he said, “I’m going fish- 
ing.” 


Opens New Store 


Eupora, Iowa—The Star Clothing 
Company of Eldora has opened a new 
shoe and clothing store at Grundy Cen- 
ter. The new store is also named the 
Star Clothing Store. Samuel Green- 
sweig and H. G. Wilson are owners. 
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interior decorations 
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sale time contests 
mimeograph stencils 
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HROMSTEEL —the modern 
furniture for modern shoe 
shops. Smart, up-to-date, prac- 
tical and very moderately 
priced. Write for Catalog and 
special price list. 





HOWELL 


GENEVA, ILLINOIS 


NEW YORK CHICAGO 
LOS ANGELES ® SAN FRANCISCO 








Then in November 


[CONTINUED FROM PAGE 15] 


surface of the leather brings out the 
smartness of the silhouette. Second, 
the use of draped and pleated details. 
The fashion world is talking drapery 
in clothes. Kid is one leather that will 
drape successfully, because it is so 
supple and light. The kid shoe photo- 
graphed, with its folded vamp, shows 
the possibilities of the idea. This mak- 
er’s line has many variations of 
drapery in kid, very distinguished and 
very new. 

Always at this time reptiles come 
up for consideration, because they are 
a change and they do stand up in bad 
weather. But this year there is de- 
cidedly more enthusiasm than usual. 
Alligator is staging a real success 
right now, and lizards are beginning 
to ride along with alligator. Reptile 
shoes look new . . . to buyers and to 
women, 

Last Winter, one key retailer in 
New York, who is always in advance, 
did well with reptiles by promoting 
them as the “shoes to go with furs.” 
We know of an important group of 
stores who are planning an intensive 
promotion of alligator and Calcutta 
lizards for late October and November 
selling. (Those are their shoes shown 
in the photograph.) Some suede shoes 





trimmed with reptiles will be included 
in the promotion, with the argument 
that suede shoes protected with rep- 
tile trimming can be worn all through 
the Winter. 

To give calfskin and reverse calf 
shoes a place in the November picture, 
there is a promotional angle provided 
by the growing importance of welts 
and the fact that welt types are good 
shoes for bad weather. Business in 
tailored models is expected to be bet- 
ter throughout the entire season than 
it has ever ‘been before, now that 
women are so much more interested 
in low heels and more rugged treat- 
ments. The double sole of the welt, 
of course, means extra protection, and 
it’s a good selling point in November. 
Retailers are especially enthusiastic 
about the possibilities of reverse calf 
in semi-formal types as a practical 
shoe in the suede family. It will go 
with Winter coats and will, obviously, 
not mar nearly as much as the more 
delicate suedes. 

This idea is not for every store, but 
it’s a smart idea for the few. Patent 
leather ties in with the silky nubs and 
the cellophane strands that are im- 
portant in the finest woolen coatings. 
It has, therefore, a logical appeal to 





the high-style customer. And patent 
leather has been creeping back. Every- 
body is agreed that patent in the 
Spring will be a big factor; a few re- 
tailers are planning to bring it in for 
the late Fall season as an advance 
note in all-over shoes. 

The general feeling is that late Fall 
shoes should be more closed up, higher 
cut than the first run. For the upper- 
end business, this idea is sound. But 
a merchant in the medium price busi- 
ness whose judgment is known to be 
keen, has a very different idea. “For 
November,” he says, “I’m going to con- 
centrate my buying on shoes that look 
forward to Spring. My customers, when 
they need a new pair of shoes at that 
time, hesitate to buy something they 
can only wear a few weeks. I’m going 
to show lower cuts than in the Fall, 
for this reason—shoes a woman could 
wear in March. I’m not going to fill 
in old models. I want new ones in 


November. I’m going to start my 
Spring business then . .. in black and 
brown.” 


It will be interesting to see how 
that radical theory works out. We'll 
check up and let you know! 

We haven’t forgotten evening shoes. 
Judging by last season’s performance, 
evening shoes can do much to brighten 
the dull days of November. But that’s 
another story. We will review the eve- 
ning shoe collections in one of our 
next issues. 






















Men's and Women's 
Slippers 





EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 
Padded sole 
opera 
Tan and Black, 
6-12 D. 
81.26 







L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Shoe Trees 
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Selling Better Shoes 


Lona BgEacH, CALIF.—Retail prices 
for women’s shoes are averaging 80 
cents a pair more than a year ago, re- 
ports Tom Hunter, manager of the 
Dobyns’ Shoe Store. “We are selling 
more $7.50 and $8.50 shoes than a year 
ago, and less of the $4.95 kinds. Our 
stock is planned that way for the Sum- 
mer and Fall. When all is said and 
done, one sells what one buys. 

“Men’s prices are about the same as 
last year, with $5.00 and $6.00 still 
good prices. We find a slight trend 
toward $6.00 men’s shoes. While we 
are quality minded, we must have what 
the public trend demands. A success- 
ful shoe man must merchandise in 
grades consistent with his good busi- 
ness judgment and keeping in consid- 
eration the type of store he operates. 





Open New Store 


HosokeNn, N. J.—Harry H. Hatton 
and Aaron Helman, operating as Del- 
Rea Shoes, have opened a retail shoe 
store at 104 Washington Street, this 
city. 
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or “good will” copy, is to attract cus- 
tomers and by so doing to produce 
direct returns in the sale of merchan- 
dise. But the methods employed and 
the technique used, as well as the 
general “slant” of the advertising, are 
usually somewhat different when the 
store is featuring a clearance sale. In 
the first place, the advertising is 
directed to a somewhat different audi- 
ence, for while stores are glad to sell 
their regular customers extra shoes in 
sale time, they also hope to attract 
other people who are not as a rule 
regular patrons of the store. 

There is also a decidedly different 
angle of appeal in clearance sale ad- 





Fifth Avenue on Display 


[CONTINUED FROM PAGE 19] 


of a complete stage set. The unit con- 
sists of two platforms—chromium and 
black. A facade made of chromium 
molding and miniature stage set com- 
plete in every detail, including a soap 
sculpture figure, a Venetian blind 





Two semi-circular platforms to display shoes, 

surmounted by a large vase of hydrangeas 

or other fall blooms. An interesting way of 

treating a corner showcase or a counter top 
where it joins a wall. 


background, rug and table with a vase 
of flowers. An ambitious, but effective, 
display. 


6. For Cruise Shop or Travel Window 


A new method of getting relief in a 
background. Here is a Compo screen 
painted sky blue with marine blue 
trimming. A sea gull flies lazily out 
of the upper left-hand corner, but here 
is the new feature—cross trees, crows’ 
nests and stack are half-round relief 
in wood painted snow white and super- 
imposed on the background. The lines 
are real rope stretched taut. The pen- 
nants fly from them in a breeze from 


an electric fan. The whole effect being 


one of modeled relief. 

These ideas offer many possibilities 
of variations suited to your own specific 
problems. They are almost limitless in 
variations that can be developed by 
ingenious display men. 





vertising, for while most shoe stores 
ordinarily endeavor to attract cus- 
tomers by playing up such arguments 
as style, value, fitting, comfort and the 
excellence of their merchandise, a clear- 
ance sale, as such, is frankly a price 
appeal, and in consequence most clear- 
ance ads feature the price argument 
most prominently. This doesn’t mean, 
however, that selling arguments other 
than price should be overlooked alto- 
gether in clearance advertising. Over- 
emphasis on price, to the exclusion of 
other points, such as fashion and 
quality, is one of the most common 
faults of shoe sale advertising and 
one of the factors that has tended to 
bring clearance sales into disfavor 
with many merchants. 

It is important to remember that 
merely reducing the price on a particu- 
lar pair of shoes does not necessarily 
create a desire for the merchandise on 
the part of a customer, sufficiently 
strong to persuade that customer to 
buy. The reduced price may make it 
possible for people to buy the shoes who 
would have been disinclined or unable 
to buy at the higher price originally 
asked. But these people will not buy, 
even at the lower price, unless they 
are sufficiently interested to really 
want the shoes. So it still remains the 
job of the advertising man to sell the 
customer by presenting his most effec- 
tive arguments in favor of this par- 
ticular shoe. 

This essential requirement of pre- 
senting shoes favorably to the cus- 
tomer applies not only to the copy, but 
also to the layout and appearance of 
the advertisement. Here again a great 
many shoe sale ads have been seriously 
at fault, in that they have relied so 
much on the appeal of lowered prices 
to sell the shoes that little or no effort 
has been made to make them interest- 
ing and attractive from the standpoint 
of appearance. Bold type has been the 
ad man’s principal reliance in putting 
over a sale for so many years that it 
doesn’t seem to occur to a great many 
of them that something more is needed 
if merchandise is to be made really 
interesting to customers in sale time. 
The bad appearance of sale advertis- 
ing, plus the over-emphasis on price, 
tends to cheapen many stores in the 
eyes of the public and thus has the 
effect of undermining customer confi- 
dence, for the creation of which good 
advertising dollars have been spent in 
the seasons of regular merchandising. 

Fortunately there appears to be some 
realization of the fact that something 
decidedly different and better is needed, 
both in the layout and copy of shoe sale 
ads. Many stores are now striving to 
make their sale advertising as attrac- 
tive and appealing as the publicity they 
use throughout the year, and there is 
really no satisfactory reason why it 
should not be. The shoe advertising 


[TURN TO PAGE 48, PLEASE] 
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When You Come 
to New York 


LET THE 


COMMODORE 


SAVE YOU 





TIME AND MONEY 

















Step off your train, walk across Grand Central 
Station—and right into the Commodore. Before 
you know it you'll be relaxing in a bright, airy, 
outside room with every modern convenience— 
thanking your stars for such smooth and ready 
comfort. In the heart of NewYork’s greatest busi- 
ness zone, with other areas quickly reached by 
express subway from lower lobby. Courteous ef- 
ficient service. Famous meals at attractive prices. 


Large, comfortable, outside $ 
rooms—all with bath—from 


THE COMMODORE 


RIGHT AT GRAND CENTRAL, NEW YORK 
Frank J. Crohan, President 


PLR, 
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YOU REPEAT YOUR PROFITS WITH 
spn FINEST NU-MATIC 
. NURSE’S COMFORT SHOE 










The Nurse 


Style No. 530 


White Kid  Blucher 
Oxtord—tmnitation Tip. 
Widt AAA to D. 


Price $3.35 


The greatest shoe ever designed for Nurses. 


You can walk or stand all day long The patented Nu-Matic shoe with a 
and never feel tired, when wearing a on rubber cushion has introduced 
pair of Rohn Nu-Matic nail-less con- new degree of foot comfort. It 
structed shoes, made especially for takes the POUNDING and STRAIN 
Nurses, dining room girls, beauty par- t 

lor attendants, doctor’s assistants, etc. 


as” 


he SPINE. It provides pillow- 
like resiliency with every step. It 
rests the body while standing. It ex- 
ercises and massages the muscles. 


Send for our catalog of Men’s and Women’s shoes. 


" Un Matic 


Rima SHOES 


512 W. Florida St., Milwaukee, Wis. 






Exclusively{manufactured by Rehn Nu-Matic Shoe Mfg. Co. - - 





Spring Price Tickets and 
Window Backgrounds ... 
Now Available 


Write for circular illustrating backgrounds, 
samples of tickets, and sales messages on die- 


a 
585 


play cards. 


FZ. vag 


oe 


Pale Green 























Rose Flower, Blue 
Mound and Bar, 
White Board. 


Lavender and 
Green design en Board; Dark Green 
peach background. and Yellow Design 


Available in all the popular denominations and blank 
tickets. 


1 dozen 25¢ 6 dozen $1.10 12 dazen $2.00 


(Check with order, please, unless C.OD. preferred) 
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AND EMPLOYEE, 
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‘SALESMEN WANTED 





SALESMEN WANTED 








WANTED TO PURCHASE 








SALESMEN : 


Two for Pennsylvania Hard Coal region 
and Pittsburgh. Established trade. 
Popular priced women's shoes. Give 
full particulars first letter. 


JACK STOLPER 
134 Duane St., New York City 











ANTED: Experienced salesman to sell on 

commission children’s Prewelts and Men’s 
Beach Sandals. Address: The Kepner-Scott 
Shoe Co., Orwigsburg, Penna. 





Commission Basis. Old 

established house. Complete line of better 
grade slippers for retail trade. Give territory, 
experience and reference. Address E-327, care 
Boot & Shoe Recorder, 140 Federal Street, 
Boston, Mass. 


IDE line salesmen. 





T°? Carry an outstanding and established line 
of novelty boudoir padded sole slippers on 


a commission basis. Be sure to state experi- 


ence, contacts, etc. Territories now open 
are: New England, Midwest, Northwest and 
Texas. Address E-316, care Boot & Shoe 


ee 239 West 39th Street, New York, 





IDE line salesmen wanted to handle com- 

plete line of bows and bone ornaments. 
Many territories available. Give full details. 
Address E-320, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





ALESMEN wanted on commission basis for 

the middle west to carry outstanding in-stock 
line of popular priced children’s shoes. Address 
E-331, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


ALESMAN-—side line to retailers. Inex- 

pensive electric hand iron for shrinking and 
ironing poorly fitting shoes. Sells for $3.50. 
Guaranteed on money back basis. Quick seller. 
Good appearance. Most efficient. Address 
E-332, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


ALESMEN for Brooklyn, Long Island, 

Westchester, Connecticut, Pennsylvania and 
Western New Jersey. Popular line infants’, 
children’s, misses’, growing girls’ shoes. Main 
or Side Line. Commission basis. References. 
Address E-335, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











AST-SELLING short sidelines Men’s, Wo- 
men’s, Children’s Shoes. If covering terri- 
tory regularly write E-336, care Boot & Shoe 
ae le 


239 West 39th Street, New York, 











ALESMEN: Side line salesmen to carry 

beautiful line of quality bows and galalith 
and catalin ornaments for opera pumps in popu- 
lar price range. Liberal commission. Many 
territories available. Give full information. 
Address E-339, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








POSITION WANTED 





SHOE man age 34, desires position as store or 
department manager, had sixteen years’ 
retail experience, ten years as manager, thor- 
oughly familiar with chain store operation, also 
window trimming, employed in New York, will- 
ing to go anywhere. dress E-293, care Boot 
¢ Ag Ne ae 239 West 39th Street, New 





ANAGER—Proven ability; 20 years’ man- 

agerial experience in buying and selling 
shoes in the South. Age 41. Will go any- 
where. Now employed. Can operate on Unit Con- 
trol System. Have system personally worked out 
which may be installed. Best of references. 
Address E-338, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SOON there will be available a real merchan- 
dise shoe man who can do things in your 
business, shoe store or shoe dept. Gentile, sound 
experience, Southern Store preferred. Record 
proven; references exchanged. Address E-334, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








HELP WANTED 


HOE LAST MODEL MAKER WANTED. 

The Vulcan Corporation can use a good 
men’s and a good women’s shoe last model 
maker. Permanent location uncertain. Please 
write to Portsmouth giving age, education, and 
a chronological record of positions held with 
dates and duties. All correspondence held con- 
fidential. 








SHOE last manufacturer, located in Brock- 

ton, requires the services of a model 
maker. Give as much information as possible 
in the first letter addressed to E-333, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





WANTED: Exp. ae. od supt., fitting room 
expt.; pref. near icago. Address E-330, 
care Boot & Shoe Recorder, 239 West 39th 


Street, New York, N. Y 





TORE WANTED: Will pay cash for estab- 
lished shoe store or department. Will as- 
sume lease. Prefer city within 200 miles of 
Cleveland, Ohio. Address E-319, care Boot 
hoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED for Cash. X-Ray Fitting Machine. 
Must be in good condition and price rea- 
sonable. Also shoe store equipment. Parlor 
City Shoe Co., 40 Court St., Binghamton, N. Y. 








FOR SALE 





BEST retail shoe business in Colorado. Doing 
a very nice volume. A real money maker. 
Best location low rent $150.00 per month. 
Established fifteen years. Our sales for 1934 
were $60,000.00. Address E-322, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








PARTNER WANTED 


ARTNER with $10,000 in established New 

York Wholesale Shoe House, carrying a 
staple line. Preferably one having some sell- 
ing experience. References exchanged. Ad- 
dress E-337, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











BUSINESS OPPORTUNITY 


CONTACT Styles of the moment or special 
merchandise for sales can be had in_ the 
large Eastern shoe market through our New 
York office. Hundreds of satisfied clients. 
a aad Buying Service, 200 Church St., 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


















mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{a Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gy 


In all other cases each word of the 
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Wm. H. Peterken, Gen. Mor. 





SHOE MEN LIKE 
THIS NEW YORK HOTEL 


Convenient to all shoe industries. 
Within 1 block to Radio City, 
Roxy, Capital, and many other 
theatres. 1000 cheerful rooms, 
each with bath, radio, servidor 
and iced water. Daily rates from 
$2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street, NEW YORK 


When making reservations, mention Boot & Shoe Recorder 
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$ $ 
SINGLE DOUBLE 
with Bath from 3 with Bath from 5 


= = = = Convenient 


— to Shoe District — to Theatres 
—to Transit Facilities—to Garages 


ODERNIZED ROOMS 

















CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GEORGE A. TURAIN, General Manager 


al: Hor TOUR AINE 











MERCHANTS’ NEEDS 








CHU? 


o se 
in Saint Louis 
NINTH a WASHINGTON 





@ This beautiful 


new hotel is located in 


the business, theatre and 
shopping center of the 


city. Garage service. 


e Two 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 










Visitors who know 
Ss. Louis stop at the 


Kennore 


of Wold “Fema VICTOR, MANAGER 








Manager Transferred 


SEATTLE, WASH.—Nathan Steinbock 
has been transferred from _ Block’s 
Shoe Store in this city to assume man- 
agement of the Block organization in 
Wenatchee, apple capital of the world. 
He has been in the shoe business for 
the past decade, and was formerly as- 
sistant manager of the Block Shoe 
Store in Salem for about two years. 
At Wenatchee he succeeds C. Gottwik, 
who has been transferred to another 
unit of the expanding chain of Block 
stores. 


WANTED TO PURCHASE 











THE WORST FEET IN 


MACHINE 


AMERICA ° ae 

CAN BE MADE TO FIT WELL 29-° 52 
AND LOOK GOOD BY « FA 
THE DUNDE 25232 
SHOE RESHAPING =“ «= "3 
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CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire —e of shoes 
from manufacturers, jobbers or retaile 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 








“PF oo'si$ ‘Aue 


PING DEVICE 
NEW YOR 


<o 























Por Snoe 
OLDER. 


Pat. Pending 
To properly display arch support shoes, 
= nded shoes yolf sh shoes and fibre sole 
Rog Always } oe in the correct up- 
i pene. Occupies little space. Almost 
ines le when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 











$3.00 per dozen $1.65 per Yo dozen 
M. D. POLLINGER CO. 
Holland Buliding St. Louls, Me. 











Volume Mounts Rapidly 


-ALHAMBRA, CAL.—G. Edward Hemp- 
hill, proprietor of Hemphill’s Bootery, 
featuring Nunn-Bush, Vitality and 
Pied Piper shoes for men, women and 
children respectively, states that his 
sales since May 10 have topped records, 
being far above those of 1934. The 
major demand in women’s shoes since 
June 1 has been in the novelty types 
of street sandals. 


Phone Barclay 7-7887 New York City 











MERCHANTS’ NEEDS 


















DISPLAY ©®@ 
IXTURES 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs otf Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 








Elected President 


OKLAHOMA City, OKLA.—Gary Van- 
dever, of Tulsa, was elected president 
of the state retailers’ association and 
Walter Templeton, of Shawnee, was 
elected vice-president, at a recent meet- 
ing of the association directors. 
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To 
Our Advertisers 
In This Issue 








Make Your Sale Ads Sell 
[CONTINUED FROM PAGE 44] 


of department stores is setting a pace 
in this regard which individual 
specialty shoe stores will be compelled 
to follow, if they are not to incur the 
risk of a serious loss of business and 
prestige to these competing outlets. 

Of course there are many shoe stores 
that do not follow the practice of hold- 
ing clearance sales at this season of 
the year or any time. For them the 
problem of how to advertise special 
sales and seasonal clearances does not 
exist. Sometimes stores with a “no- 
sale” policy find it to their advantage, 
however, to tell their customers through 
advertising, at seasons of the year 
when most stores are featuring sales, 
some of the reasons why they pursue 
a different policy and what advantages 
they offer the customer to compensate 
for the price reductions. The Coward 
stores in New York published such an 
advertisement recently, and because of 
its frank and somewhat unusual state- 
ment of policy, we publish it as an 
example of this sort of advertising. 

“Satisfied Sales Built the Coward 
Business, Not Clearance Sales,” was 
the caption, and the copy read as 
follows: 

“These are our opinions—but take 
our word for it (and we’re the coun- 
try’s oldest comfort shoe dealers) that 
to fit you properly, our stocks can never 
be allowed to run down. No broken 
sizes and odd lots, which create the 
usual need for sales. If this happens, 
we’d simply be asking you to run the 
risk of aching feet caused by inaccu- 
rate fit. And remember, Coward prices 
are constantly low the year round. 
Never marked up to include markdown 
sale losses later.” 

That’s an argument well calculated 
to make a good Coward customer think 
twice before going to another store, 
merely because it happens to be selling 
shoes at special prices. 





New Foot Comfort Shop 


HARTFORD, CONN.—Hartford’s’ first 
“foot comfort shop,” patterned after 
those which have become popular in 
New York and other large cities, has 
opened at 589 Main Street. The new 
establishment, equipped to “break in” 
new shoes and relieve painful feet, is 
known as The Shu-Eez. The location 
is in the heart of the downtown shop- 
ping and heavy traffic area. 


BOOTS AND SHOES 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass............. 00. cece ee eee eee eee 38 
COLT Onoiet (GO. aw York (Gity...« 5 <5 oc. cc ce lene dee eceeiens 42 
CONNELL. J. MM. SHOE GO. S. Braintres, Mass... . 0... 0 ccc cc cec en tee's 42 
CUSTIS, STEPHENS, EMBRY CO., INC., Reading, Pa... 0.6.0.0... 0c eee eee eens 27 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........... 0 cece eee e eee eee e eee eee 6, 7 
i ne ey TI INNES, 55 oo 5c 55s oo eeepc tebe ews slewlensins nuweioans 44 
HOGE-MONTGOMERY CO., INC., Frankfort, Ky........ 0.00000 cece cece eee eee 4l 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. Louis, Mo..................0005- 10 
JUSTIN, H. J., & SONS, INC., Fort Worth, Tex... 0.0.0... cece cee eee eee ees 42 
MIRKMENDALL SOOT CO:, Omaha, Neb... .. 6.0... ccc ccc cece ccessnnecetecseces 33 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass........... 0000. e cece eee eee ee 38 
MUSEBECK SHOE COMPANY, Danville, Ill..........00000 0.0 ccc cece eee eee eee eee 5 
PETERS, Branch of Int. Shoe Co., St. Louis, Mo... 2... ce cette eee 39 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.............. 0. cee eee eee eee 3rd Cover 
ROHN SHOE MFG. CO., Milwaukee, Wis..................-0 0008s see ershatralare urale 45 
VAUGHAN-TOWLE CO., Wakefield, Mass.............. ccc cee eee e teen ence eee eeeee 40 
WEBER-WOLFELT—Western States Shoe Mfg. Co., Los Angeles, Cal.................. 8 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Standard Kid Div., Boston, Mass............. 00. c cece eee cee eens I 
AMALGAMATED LEATHER COS., Wilmington, Del................ cece cece eee eee 25 
BARBOUR MILLS, Brockton, Mass.............0cc esse cee ee eens Re ee Nees 36 
COLONIAL TANNING CO., Boston, Mass................ 0200 eee Front and Back Cover 
EVANS, DOUIUR Oe Gameen iN: Sonn. oo ccc cece stee cs cose nuces veeus 29 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis..................0.000-- 2nd Cover 
VAN TASSEL LEATHER CO., Norwich, Conn..............ccceccccccc ces ccsceceee 38 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


UNITED BAST GOMPANY, Boston; Mate... 0.56. .ccc ccc secs cc ccecceescees 34, 35 
UNITED SHOE MACHINERY CORP., Boston, Mass..............0.. 000 cece ees 2, 4 
SHOE ACCESSORIES 
SGHOLL MNS: GO THE “Chicago ill... o0c corn ooo eee ee ieee teeauecls 21 
ON Goro ER ose | | (eae 44 


STORE EQUIPMENT 


DUNDE SHOE RESHAPING DEVICE, New York, N. Y.......... 0.000 cece eee eee eee 47 
a IN oo 5 o.oo o5 6 oo ereeidics a serene: pice oo.0 4.6. 9:00 a:b o eere,ecnsiees 43 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa... 2.06.0... eee eee eee 3 
POLLINGER, M. D., CO., Cincinnati, O....... Lit ats 5, Ree Pisce ieee cece 47 
Attia TRNIMCRDIIMD ORO 65.6.5. c.sle.cisnie <esiaisialence 6 oe Weise nes aiaceisdigns sia eid eraiece 47 
rN ee ates INOIRNM ONE TNCs. i6. 56-0 sinc dic cic Mews coeds ete sa cece es csees sie 40 
MISCELLANEOUS 
Samis SHES COMPANY, Now York City... 2... 005.0 eie sees ecus ces 47 
POtp ees Gere, Naw York City... 5... ccc ccc cee ceeteccecscctces es 4B 
HOTEL LENNOX, St. Louis, Mo...................0.. NS Nie BAR aah eee nk en pe 47 
ee eee eee en ee 47 
re REN RMN NOT HGAY ooo obec die cee decisions cede es oaumoaberees 47 
Sn ENON EY S85 8 cos) iis 56s a a keds piels Uae wR ei9G 0:9 Adiawidere Some oc 47 
RIRSGICGLAGHMER CO.. INC... New York City... 2.0... ccc ccc cc ccc c cease 47 
STEPHENSON. LABORATORY, Boston, Mass.............0.cceeceeeeccceeeeueeeees 46 
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And, the proof of these 
values is found in the fact that the ‘Kali-sten-iks’ line 
is a capital asset for the store because they constantly 
increase its number of loyal satisfied customers. And 


the national reputation of ‘Kali-sten-iks’ is built upon 


* 3° ‘Ls No. 16821—Black Calf Monk Shoe 
distinguishing features: Patented bulb shaped heel; ‘Sizes 3% to 9, AAA, AA, A, B & C 
Widths, 41 last. 

: seamless quarters, linings and tongues; nail-less heels; No. 16811—Same in Dark Brown Calf 
a No. 0532—Patent Leather Two Strap Monk 
F and 3-point suspension; all adding to the comfort of se 12% to 3, A, B, C & D Widths 
Ee ; 26 last , inka ; 
tender feet. They make money for the merchant Sizes 3% to 9, AAA, AA, A, B & C 


Widths, 34 last a 

‘ F No. 0522—S i 

because there is economy in every step, due to longer Na. 6513--Sane t Desk Beown Gott 
: _ , If interested in grading up, 


! P 
q wear value H write us. 


e (Ad COVERLIE 
PPP OODODDRDD DODD DODOODOOODOBOODWOOSSOOOOOODODDD OY 


NEW YORK 541 MARBRIDGE BLDG. LOS ANGELES HAYWARD HOTEL 


Vol. CVII. No. 21, BOOT AND SHOE RECORDER, published every Saturday by Chilton Compan 
y (Inc.), Chestnut t 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Sats _ $3, oO JRy a ates ‘e Os 4. sali 
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We've taken another 
Sten Forward! 


N the midst of celebrating our 25th 

Anniversary, we have taken another 
step forward in keeping with our 
policy of leadership at all times. We 
have just added to our popular priced 
line of women’s novelty shoes, a new 
line of Compo Shoes made by the 
famous SBICCA Method. This marks 


one of the most sensational and revo- 








luti d ° th h pi Single sole shoes, made on their Compo Shoes (SBICCA Method) 

utionary advances in e shoe in- original lasts from beginning to possess the flexibility and ex- 

dustry, for shoes made by the SBICCA end. No “‘peely soles’. No harsh treme smoothness of the higher 
seams. priced bench-made product. 


Method not only look better and wear 


better, but also sell better. oF: 
Look for these three seals. When shown together, 


Ome() ges Seicca 


Myers’ Salesmen are now in the field with this new line 
of SBICCA Method shoes—absolutely the last word in 
EVANGELINE OPERA pee priced women’s ween aaee—to retail at four 
9296Black Suede-Silk Kid Trim and five dollars. You can’t afford to miss this line. It's 
9236-Brown Suede-Silk Kid Trim due for a big play in a big way. It is positively the 
20/8 Continental Heel--Widths AAA to B most outstanding line of shoes we've ever offered. 


* 


In the mail soon—our 





soicca 





new Fall folder show- 
ing many new novelty 





patterns of fast 





OM outsic 
selling styles. Gmc) a 
GRANADA OXFORD CAPRI STRAP 
9285-Black Suede-Calf Saddle 9225-Black Suede-Calf Trim 
9286-Brown Suede-Calf Saddle * 9226-Brown Suede-Calf Trim 
18/8 Continental Heel--Widths AAA to B 20/8 Continental Heel--Widths AAA to B 


















D. MYERS & SONS, INC. Bin 


The Fastest Moving Women’s Novelty Shoe House 


CURTAIN AT SHERWOOD AVENUE * BALTIMORE, MARYLAND N 





When writing advertisers please mention Boot and Shoe Recorder 
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AY Peel S 


are custom tailored 
Here are the Happy Heels demonstrating the satisfaction of absolute 
accuracy. They offer it to both the manufacturer and the retailer 


who feel a conscientious responsibility for the merchandise they sell 
Spaulding Counters fit the last Ordinary counters meet the * 
exactly like this—inside and last only halfway—like this. their customers. 








outside—heel-seat, quarter and The rest has to be pulled into 

shank. No resistance! No place — meaning tension and R 

‘train on your customer's heel! strain on your customer's heel’ © SHaulding Counters must fit the last exactly. Shoe manufacturers 
| are sure that when they buy Spaulding Counters, special designs 
i and moulds are made by Spaulding for their particular order. 
i ty “Tailor-made” describes this service perfectly. It is also the open 
i , 
‘ - secret why Happy Heels never produce those sagging uppers and 


5 lemma 


twisted back-seams which often disfigure shoes made with inferior 
PAULDING' counters. For a happy heel is also a shapely and comfortable one. 
Count er S Write “With Spaulding Counters” in your next specifications, and 
‘Made in North Rochester, N. H. thus be sure of custom-made counters. 
a ’ 


NO OTHER PART OF THE SHOE MEANS SO MUCH...AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 
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PRESENTING — A. REAL 
In Fall Shoes 


IN STOCK 


With pardonable pride Endicott-Johnson 
takes great pleasure in presenting to the 
shoe merchants of America these new 
Fall shoes which will be the talk of every 
town from coast to coast. 


Page 4 






PAP chosen tata tein A ICES oc 


Retailers can be assured of experienc- 
ing a most successful season with this 
line, because each shoe has its indi- 
vidual style appeal, workmanship and 


3508—Black Kid and Suede and 
Embossed Suede Tie, Grey 
Stitch, 19/8 Continental 


3495— Black Embossed Suede and Heel. Sizes 3/9, Widths B, 
Patent Tie, 19/8 Conti- TT cdekdousnbacdscesed $1.50 
nental Heel. Sizes 3/9, 3509—Same in Brown. 

WE Me Oss ccccced $1.50 3510—Same in Blue. 
3496—Same in Brown. 3511—Same in Green. 


3 
1-2 Embossed Suede and 3507—Blue Embossed Suede 
Kid Pump, 19/8 ae Tongueless Tie, Blue Trim 

a Sizes 3/9, been h A iis Sap tinental Heel 34 
Terrrerrerer rely Ss x tl B,. © 

3517—Same in Brown. R $1.59 3 


3518—Same in Blue. 3506—Same in Brown. 


eligi Rh aah a airs incase hs hctiae ial 








CRI A 


VIC CYT T 
\ i | 


When wrifing advertisers please mention Boot and Shoe Recorder 
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OPPORTUNITY 
For Women 


TO RETAIL AT $939 


quality which have for so many years 
characterized Endicott-Johnson shoes. 
Add to these features the unusual low 
price at which these shoes can be 
offered to the customer and the retailer 
has everything that is essential for a 
really good Fall business. 




















Ro ee 


wv 


These shoes are in stock and can be 
delivered at once. 


3534—-Black Patent Tie, Embossed 
3523—Gun Metal Blucher Oxford, Suede Eyelet Panel, Grey 


Persian Grain Trims, 11/8 Stitch, 16/8 Continental 


Covered Heel. Sizes 3/9, Heel. Sizes 3/9, Widths 
Widths B, C. .......$1.50 “i ER ae erry $1.50 
3524—Same in Brown. 5535—Same in Brown. 


3489—Black Embossed Suede and 
Patent Tie, Grey Stitch, 3493—Black Embossed Suede and 
Patent Tie, 19/8 


aeeee i 16/8 Leather Heel. Sizes Conti- 

ue feel : 3/9, Widths B, C....$1.50 nental Heel. Sizes 3/9, 

Pe 3490—Same in Brown. Widths B, C. .......$1.50 
3491—Same in Blue. 3494—-Same in Brown. 







” Sse 





OPERATING UNDER 









PRINCIPLES 






The complete line will be 
gladly shown to you by the 
Endicott-Johnson salesman 
in your vicinity. 


“ENDICOTT, N.Y nebsdaxdty 


When writing advertisers please mention Boot and Shoe Recorder 
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REPEAT 
ON QUAKER CITY KID 




























A 


For years you've used 
leather of Quaker 
City tannage. You 





know its firmness, 


you know its quality. 





REGISTERED Do you know that 





QUAKER CITY MARINE BLUE NO. 39 is a rich shade 
that never looks black by artificial light— perfect for 
shorter fall days? 


QUAKER CITY BROWNS FOR WOMEN (Marrona No. 
24, and Indies No. 26) are outstanding examples of the 
true ‘‘leather colors’’ that are the dominant range in 
fall fashions? 


QUAKER CITY BROWNS FOR MEN (Spaniel Tan No. 
10, Retriever Brown No. 20) are selling freely, both 
here and abroad, as the color range in men’s shoes 
lightens? 


QUAKER CITY BLACK has a depth of color that 
makes it popular for both men’s and women’s shoes? 


REPEAT | 
ON QUAKER CITY KID! 
A 
QUAKER CITY DIVISION 
ALLIED KID COMPANY : 
519 West Huntingdon Street, - - Philadelphia, Pa. | 


When writing advertisers please mention Boot and Shoe Recorder 
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Stow to make these 25 words 


work hard for your store 

















The makers of Foot Saver Shoes are the most recent 
manufacturers to localize their national advertising by 
using this “Where to Buy It” reference. (The advertise- 
ment shown above will appear in September magazines.) 


Make these 25 words bring prospects to your store. 
You can, if you are an authorized Foot Saver dealer by 
listing your name under the Foot Saver trade mark in 
your classified telephone directory! Then prospects who 
read Foot Saver advertisements will be directed to your 
store, via the classified directory. 


Foot Saver pays part of the cost. You pay only a few 
cents a day. See that you are listed under the Foot 
Saver brand name in the next issue of your directory. 
Also under any other advertised brands that you sell. If 
manufacturers have not yet arranged .for a heading, 
ask them to do so. It will mean profitable, new 
business. 


Telephone your local Directory Representative. 





Vv 
Vv 
Vv 
Vv 
Vv 
Vv 
v 
A 
Vv 
Vv 
Vv 


710 Maio quot, pidg.2-7892 
PPER acts 
engund, ORVPEE Store Med O° juard. 2-428 


See that your store is listed under 





your manufacturer's brand name. 








When writing advertisers please mention Boot and Shoe Recorder 








Page 8 





BOOT AND SHOE RECORDER, July 27, 1935 





HOW TO 
PLEASE CRITICAL 
YOUNG AMERICA 








CREATION FOR STOUT 


This one, for example, has eye appeal to satisfy 
the clothes-conscious youngster of today — 
and a host of practical appeals to the fond par- 
ent who foots the bills . . . Its orthopedic design is 
correct, but not too painfully evident. Its soft, pli- 
able vegetable tannage asks for no “breaking in” 
— and it holds its shape and pliability even 


FELLAS 


though the wearer slyly forgets his rubbers. This 
flexibility and comfort, combined with rugged 
resistance to scuffing, makes it the ideal leather 
for tender, growing feet . .. Upper leather is a 
relatively small factor in the cost of children’s 
shoes. Many a manufacturer needlessly denies 
himself the added sales appeal of Norwegian Calf. 


A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WISCONSIN 


GALLUN LEATHERS) 


STANDARDS 


OF EXCELLENCE 





ALWAYS 
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